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October's 264-page IDEAL, HOME is 
the biggest issue Im the 3é-year 
history of the magazine. 


It contains the laggest volume of 
edvertising ewer recorded for a single 
isspe-—1i72\ pp. 


Dering (ho 1 2-tienth period October, 
1955 — September, 1956, LOEAL 
HOME cerried Om a@v¥erage cicre 
sdvertisement pages per fsue than 
any other monthly magazine selling 
to the general publie. 


‘The reason fae this? ovitstanding 
achievement is simple-<tmore and 
more advertisers are@finding IDEAL 
{OME a bighly productive mediom 
through which to sell the countless 
preducts needed by its 1.920000 
readers. 


RECORDS 


<< Beer * 


ish, Advertisement Director, 


- Odhams Press Limited, 96/9 re, London, WiC 
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SWINDON SIGNCRAFT LTD. 
Swindon 3282 


Specialist 
papers in 
East Africa 


Sir,—We have read with some 
surprise the advertisement which 
appeared in your issue of July 13, 
for D. A. Hawkins Ltd. 

In the first place the advertiser 
has erred in claiming that his is 
“the only group of magazines 
published in East Africa that 
reaches a_ specialised market.” 
The East African Standard Ltd., 
through its East African Publica- 
tions division, publishes the 
following specialised magazines : 

Tazama: a weekly magazine in 
Swahili for the higher income- 
group African readers; with its 


THIS WEEK 
Copytaster picks his “Headline of 
the Year’—page 20. 
NEXT WEEK 


How a new fashion colour was 
launched. 


Luganda translation, Tunuulira, 
this magazine covers the whole 
of East Africa. 

Mambo Leo: a monthly maga- 
zine with an immense readership 
among the African population of 
Tanganyika. 

East African Medical Journal: 
The official organ of the East 
African Branches of the British 
Medical Association. 

East African Field, Farm & 
Garden: For more than 20 years 
devoted to the interests of the 
farmer in East Africa. 

It is incorrect to say, as the 
advertisement in question does, 
that Farmer and Planter will be 
(when it is published) the “only 
technical and authoritative maga- 
zine produced for the farmer.” 
Our Field and Farm has been 
devoted to the farmer for many 
years. 

R. HAYWARD, 
Advertisement manager. 
East African Publications. 


DISPLAYS -PELMETS 


ESTABLISHED 


ERNEST MARKS PUBLICITY LTD. 


IN ALL DISTRICTS 


DEPOTS 


ace 


To The Editor ee 


An assurance of a knowledge— 
the value of ‘letters after names’ 


Sir,—What a pity R. E. Harker 
(September 21) has not studied 
market research. He claims that 
in 20 years in advertising he has 
met all kinds of executives, and 
that those with DAA or MIPA 
after their names were no better 
than those without. 

Now even if he has met what 
could be accepted as a representa 
tive sample, which is both doubt- 
ful and unproved, for at least the 
first ten years of that period the 
examination-qualified MIPA was 
a very rare bird and the DAA 
even more rare, representing to 
gether probably far less than one 
per cent of the universe, and 
making, therefore, a patently un- 
suitable percentage for com 
parison. 

Turning to psychology—anothe: 
subject Mr. Harker has probably 
neglected—it is quite likely that 
he made up and closed his mind 
on this question during the firs! 
decade under review, and has 
been subconsciously proving his 
prejudice to himself ever since. 

I may be guilty of using a near 
generalisation over this, but the 
one I use is not nearly so near 
as some of Mr. Harker’s. 

Both Mr. Harker and your 
other correspondent, Edmund 
Barker, pay service to the silliest 
form of snobbery—the anti 
intellectual kind. 

“Book learning,” of course, is 
no substitute for practical experi 
ence in advertising but whoever 
claimed that it was? 

A basis in book learning is 
nevertheless accepted as an essen- 
tial for the qualified operative in 
every higher trade and profes- 
sion, but no one is allowed to 
present himself for, for instance, 
the IPA examinations, before he 
has supplemented his book learn- 
ing with the practical knowledge 
of the job he must have acquired 
during five years’ in an advertis- 
ing agency. 

As to the examinations them- 
selves, examination has long been 
accepted as the most convenient 
form of testing skill and know- 
ledge, and the passing of an 
examination offers an earnest— 
nothing more—of bare qualifica- 
tions in terms of a_ syllabus 
covered and “letters after names.” 

Only the “yes man” type of 
executive that Mr. Harker refers 
to (so they really do exist?) 
would feel that he did not owe 
such an earnest to his employer, 
his clients, and his own con- 


science. 


* DRESSINGS - SALES AiDS 


MARKSMAN <: 


nat 


It is perfectly true that many 
worthy advertising men acquired 


their knowledge by practice 
alone. But in a growing industry 
where it becomes daily more 


necessary to increase quickly the 
number of skilled men available, 
surely it is wholly practicable to 
take whatever short cuts are 
available to the acquirement of a 
general knowledge of the busi- 
ness, 

Intensive study over a short 
period of years is surely a per- 
fectly suitable substitute to gen- 
eral, but unchannelled, observa- 
tion over many years. 

Mr. Barker's definition of true 
intelligence as “a matter of know- 
ing where to find the right infor- 
mation or help required” is one 
up to the indoctrinations of the 
Welfare State, but I know no ad- 
vertising agency that would in 
fact employ an executive who 
offered an earnest of self-suffi- 
ciency comparable only to that 
of a Universal Aunt. 

Davip WILLIAMS, 
(MA, MIPA, DAA). 


Director 
Gordon & Gotch 
Advertising Ltd.. 
London, E.C.4. 


It’s the client 


who counts 


Sir.—lIn the eyes of Mr. Harker 
DAA and MIPA seem to stand 
for little. That alone may not 
make a man, but at least it shows 
that he has taken the trouble to 
study his business. 

I believe the “Yes, sir’ brigade 
are a dwindling race, and clients 
today are looking for those who 
have studied and know their job 
inside out. Men who, when they 
make their recommendations and 
give advice, can be depended on 
to be telling the truth and not 
merely a “funny story.” 

No. Mr Harker, advertising 
men have got to know all the 
answers and be free from golf 
handicaps. 

Don. A. TIBBENHAM, 
Managing Director 
Tibbenham Publicity Ltd., 
Holborn, W.C.1. 


Protection 


Sir,—Will Messrs, Barker and 
Harker allow their next acquaint- 
ance with a pleasant personality 
and ready wit to treat them for 


etc 


DISTRIBUTION 


HEAD OFFICE 
AND FACTORY 


a SERVICE 
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FAST ~ 
SILK SCREEN 


SWINDON SIGNCRAFT LTD. 


Swindon 3282 


angina pectoris, or would they 
prefer a qualified physician? De 
grees, diplomas, certificates all 
boil down to this—everyman’s 
protection against the charlatan 
HuGu Evans, 
West Kirby, 
Cheshire. 


Lectures in the 
Midlands 


Sm,—The Midland branch o! 
the Institute of Practitioners in 
Advertising is again to run a 
series of lectures to cover the 
DAA and the IPA syllabus. 

Inquiries from members o! 
Institute agencies should he 
addressed to R. M. Davies, 
Sterling Advertising Ltd., 17-19. 
Colmore Row, Birmingham 
Inquiries from al! other students 
will be handled by A. H. King 
of the Birmingham Post and 
Mail. 

I. D. MASKELL. 
Press officer 

Society of Diploma Members 
of the Advertising Association 


Rate cards 


Sirx,—-It would be very he!pfu! 
to space buyers if all the periodi- 
cals and provincial papers would 
send in new rate cards and cir- 
culation figures to advertising 
agents as soon as these are avail- 
able. At present a considerable 
number of the smaller publishers 
only do so either on request or 
when orders for space are placed 
regularly. 

This lack of co-operation leads 
to a great dea! of extra time and 
expense when compiling schemes 
for clients—apart from the un- 
necessary delay. 

Might I suggest that all fully 
recognised agents should receive 
this very important help from the 
publishers concerned. 

G. Barr. 
Griffiths & Millington, Ltd., 
72-74 Victoria Street. 
London, S.W.1. 


AND INSTALLATION 


LONDON OFFICE - SHEPHERDS BUSH 4356. 
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The double life of an INVESTORS’ CHRONICLE reader 


In his business life he’s But don’t ignore his 
responsible for the spending personal life. He’s ‘ top’ 
of his firm’s money for prospect for those with 

office and factory equipment. expensive dreams to sell. 


ABC 


net sale Jan.-June 1956 


26,779 


The only financial weekly 
with an ABC sales figure 


INVESTORS’ CHRONICLE 


are directors or key executives in commerce, industry and finance 


7 out of 10 readers of the 
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_ PRIESTLEYS 


BRITISH 


FILM 


Barclays Bank ad carries off Grand Prix award at 


it’s Cannes— 
every year 


The International Advertis- 
ing Film Festival is in future 
to be held annually in Cannes. 

Last year it was held in 
Monte Carlo, before that in 
Venice. 

“But Cannes is best and it 
is going to become our per- 
manent venue,” says Ernest 
Pearl. “The authorities have 
promised us full co-opera- 
tion.” 


Commercial TV ‘a 
challenge to 
our genius’ 


Some 600 advertiser and agency 
executives at the Incorporated 
Society of British Advertisers’ 
one-day conference on the 
theme “Television, the adver- 
tiser takes stock” heard Clifford 
J, Harrison, president of ISBA, 
proclaim last Friday : 

“It is a challenge to our adver- 
tising genius to use this new 
medium effectively.” 

There was a marked contrast be- 
tween the confidence expressed 
by the contractors at the morn- 
ing session and the attitude, 
varying between suspended 
judgment and cautious opti- 
mism, of a number of adver- 
tising managers, users 
commercial TV, in the after- 
noon session. 

Copies of the Commercial 
Television Supplement to last 
week’s “Advertiser's Weekly,” 
distributed at the conference, 
were read with interest. 

Full report—pages 6 and 7. 


Colin Mann leaving 


Colin Mann, since late last 
year head of publicity and adver- 
tising with J. Lyons & Co. Ltd., 
is leaving. 


People, page 8.) 


ISAS International Festival 


STANDARDS ‘RISING EVERY YEAR’ 


A BRITISH cartoon film, primarily intended for release in 
West Africa to show the advantages of a personal bank 
account with Barclays Bank, won the Grand Prix d’ISAS at 
the third International Advertising Film Festival, held in 
Cannes last week. 

Intriguingly entitled “Put Una Money For There,” it was produced 
by Geoffrey E. Sumner, a director of William Larkins & Co., Ltd. The 
film director was Denis Gilpin. It 
was produced in Eastman colour 
(Technicolor processed). 

The film shows three farmers 
who have successfully sold their 
crops. The first returns home 
with his money and is besieged 
by friends who wish to borrow 
t. 

The second buries his money, 
only to find it stolen. 

But the third goes to the bank 
where they “keep his money 
well.” The commentary in 
pidgin English is sung to speci- 
ally composed “high life” music 
in the Calypso manner. 

The Palme d'Or for the pro- 
ducer with the highest average 
of marks for at least six cinema 
commercial films was won by the 
Italian brothers, Nino and Toni 
Pagot. 

Organised by International 
Screen Advertising Services, 
under the presidency of Ernest 


@ Continued overleaf 


president (left). 


(See News About 


BEATS THE WORLD 


OTHER NEWS| 
HIGHLIGHTS 


@ BDMAA’saims—more 5 
members, education .. . P- 


@ P & D’s ‘young 


people’ survey ... p- 10 
@ IPA con. p. i2 


@ ALSO in this 92-page issue: 
Graphic Arts — page 69; 
Mainly Personal—page 70 ; 
Current Advertising —page 74 


In the absence of producer Geoffrey Sumner, P. Spencer-Smith, a director 
of Charles Barker & Sons Litd.—who 
stepped up to accept the Grand Prix d’lsas, from Ernie Pearl, the 
Mr. Spencer-Smith is displaying it to delegates at a 
banquet at the Casino. 


handle the Barclays Bank account— 
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@ Continued from page 3 


British ad 


film beats 


the world’s best 


TAKES 


Pearl, chairman, Pearl & Dean 
Ltd., the Festival was largely 
dominated by Italian, French, 
Dutch and German producers. 
Five hundred delegates saw 477 
films presented by 97 producers. 

Other British successes were: 

“The Man With The Girder,” 
produced for Guinness by 
Screenspace Ltd. — Honourable 
mention in the live action (up to 
30 metres) category. 

“Orchestra,” produced for 
Player’s cigarettes by Screenspace 
Ltd.—Honourable mention in the 
live action (61 to 100 metres). 

“A Testimonial,” produced for 
Black and Decker by Pearl and 
Dean (Productions) Ltd—Hon- 
ourable mention in the cartoon 
(up to 100 metres) category. 

“Player’s at the Circus,” pro- 
duced for Player’s cigarettes by 
Pearl & Dean (Productions) Ltd. 
—Diploma in the CinemaScope 
category. 

“Looking in on the Navy,” pro- 
duced for Senior Service cigar- 
ettes by Bernard Mainwaring— 
Awarded first place in the series- 
of-films category. a 

The competition for television 
commercials was dominated by 
the Americans, but two British 

@As a collection, the nearly 
500 films we have seen teem with 
talent, originality, interest and 
sales impact. ® 
Alan Wilkinson, president of the 

international jury. 


films gained honourable men- 
tions. Both were from the Regent 
Oil road safety series: “Hands on 
the Wheel” and “A Boy and his 
Ice Cream,” both produced by 
fan Latimer. 

There was disappointment 
among the strong contingent of 
British delegates that some of the 
famous Omo, Guinness and Mur- 
raymints commercials, for exam- 
ple, had not emerged among the 
winners. 

It was generally conceded, 
however, that the winning Ameri- 
can commercials showed the 
advantages of ten years of experi- 
ence against Britain’s one. 

The awards were distributed at 
a banquet at the Casino on the 
Wednesday evening. 

Ernest Pearl drew attention to 
the fact that, for the first time, 
they had received entries from 
the International Screen Publi- 
city Association, the rival Rank 
association of companies. 

And Jean Mineur, a French 
member of ISPA, had won two 
prizes. 

There were also entries from 
Iron Curtain countries Hungary 
and Czechoslovakia. But they 
won no awards. 

Lt. Col. Alan Wilkinson, presi- 
dent of the Institute of Practi- 
tioners in Advertising, and 


TOP PRIZE AT FESTIVAL 


president of the 15-strong inter- 
national jury, said the standard 
of production was undoubtedly 
higher than last year. It had 
been very difficult to find the 
winners. 

The other British member of 
the jury was Hubert Oughton— 
at the Festival in this capacity 
for the third time in succession. 

Contrasting the three Festivals, 
he told ADVERTISER’S WEEKLY: 

“Some films stood out clearly 
at Venice. At Monte Carlo last 
year there was a levelling out. 
This year the standard has been 
even higher, with greater origi- 
nality and an even level of 
excellence.” 

The judging was based on three 
considerations: originality, ad- 
vertising effectiveness and pro- 
duction techniques. The marking 
was very close, some awards 
being decided on fractional 
differences. In each category, 
the final decisions were taken 
after the top 12 had been selected. 

Commenting on the progress 
of the Festival, Ernest Pearl said 
it was encouraging to note the 
big increase in the number of 
producers taking part. 

But even more important 
were the “very remarkable im- 
provements” in the technica) 


* standards of production and pre- 


sentation since the first festival. 
The difference was particularly 
noticeable in the narrowing of 
the gap between the small and 
big producer. 

Mr. Pearl welcomed the 
increased representation of adver- 
tisers and agents among the dele- 
gates—“and we hope to see even 
more next year,” he said. 

When delegates arrived for the 
Festival they found copies of 
ADVERTISER'S WEEKLY waiting 
for them in their rooms. 

(For the social side of the 
Festival see Mainly Personal, 
page 70.) 


1956 


SepTeMBER 28, 


Alan Wilkinson, British president of the 15-strong international jury, presents 
smiling Joop Geesink, of Holland, with his award for the best puppet film. 
In the background are Ernest Pearl (left) and Pierre Picherit, of France, 
a member of the Festival Committee who looked after press arrangements. 


Byron Lloyd, managing director, 
Pearl & Dean (Productions) Litd., 
with the diploma for “Player's At 
The Circus,’ placed second in the 
CinemaScope class. 


* * * 


London showing 


Winning films from the Cannes 
Festival are to be shown at a 
cinema in the West End of 
London on an October date to be 
announced. 


Client and agent together in Cannes: J. M. Pinkham, director, O. R. Groves 
Ltd., and his wife (centre) with S. R. Glockler, director, John Hobson & 


Partners Ltd., and Mrs. Glockler (extreme left). 


Rather serious? Maybe 


they had just been discussing the new Lemon Tonic which JHP are to 
launch for Groves in October (ADVERTISER'S WEEKLY exclusive, Septem- 


ber 


21). 


THE AWARD 
WINNERS 
IN FULL 


The Grand Prix d’ISAS, for the 
best film shown, excluding Cinema 
Scope and television productions : 
“Put Una Money for There,” a car- 
toon film for Barclays Bank; pro- 
ducer, Geoffrey E. Sumner; film 
director, Denis Gilpin. 

Palme d’Or, awarded by Cannes 


municipal authorities to the pro- 
ducer with the highest average of 
marks awarded for at least six 


cmema commercial films: Nino and 
Toni Pagot, of Italy. 

Winners of awards, diplomas and 
honourable mentions in the various 
categories were : 

Live action (up to 30 metres): 
AwarD: “Tricot, Tricot” for Erka 
knitting machine; producer, Jean 
Mineur, of France; film director, 
Albert Guyot. Diptoma: “La Der- 
niére Née” for Renault cars; pro- 
ducer, Cinema et Publicité, of 
France; film director, R. Gudin. 
MENTIONS: “Nous Nous en Sou- 
venons Marquise,” for chocolate: 
producer, Jean Mineur; film direc- 
tor, Albert Guyot. “Tous 
Chemins,” for Kelton watches; pro 
ducer, Les Films Pierre Remont, of 


France; film director, Raymond 
Kerba. “The Man With the 
Girder,” for Guinness; producer, 


Screenspace Ltd., of England; film 
directors, André Sarrut and Jacques 
Asseo. “Rhytmes,” for Bas Vitos: 
producer, Les Films Elbée, of 
France; film director, Bernard 
Lemoine. 

Live Action (between 31 and 60 
metres): AWarD: “Interview,” for 
Phosphatine baby food; producer. 
SDCI, of France; film director, O. 
Boucquey Easchlimann. DrpPtoma: 
“Een, Twee, Klaar,” for Nescafé: 
producer, Joop Geesink, of Hol- 
land; film director, Ronny Erends. 
MENTIONS: “Le Pécheur,” for Mar- 
tini, producer, Vandam, of Belgium ; 
film director, Jacques  Vilfrid. 
“Ergee II,” for Ergee stockings; 
producer, Deutsche Dokumentar 
und Werbefilm, of West Berlin; film 


director, Hello Weber. “La Nou- 
velle,” for Zenith watches; pro- 
ducer, Cinema et Publicité, of 


France; film director, Guy Brun. 
“Wat is de een Zonder de Ander,” 
for Nutricia; producer, Joop Gee- 
sink, of Holland. 


@ Continued on page 76 


> . ‘ s . a ears - ag | Bart ae! ‘aa Ot img “— Us p< "| oe =i ee. ig 
ee 4 ee i 
F «a vol, i 4 a 
aa ed 4 d —— 
¥ = : ' si -: a 
i . = 2 
— =) ey : 
Oe aw"; 
: 4 : , 
be = iS ; é Py = 7 
7 “ae 5 oe +. > 
> a ae Be 
oa ; = = z 
Ps : a , 
3 ia ' : 
3 ! 
- “4 ‘ 
§ ee: 
&>:s | 
3 4% . ; 
ae ae 
at vo 
, > 
vn Basi 
fo a 
ee 
igs FPod eae eae e : aa 5 j . 2 
Bes. Sere. ela f -. 
ge See Sa | ' ’ . "=F . a — Fy] 
|. h  )=—s ia 7 a Zz 
i > z : a - 7 
2 » ¥ : oe i 
‘ . ed Sak —" ee = ies oe i> 3 
Sal - & . Rie a 4 =a ' aa 
—™ Ja0 7 i aaa y 
> Man | 4 2 eS. : 
ee m= Re re: 
: E. ‘3 “am : i - ss ean re 
c e Y nie ae a : ve . 
si ae Tiga 
ao i 4 & 
eo Eh << -— — a 
fs me , 7 . ih - , ) . po 
eo: “A a ed > a ne 4 2 7 Z : ’ 7 q 
= lem Th . siroee oe a - = — aa 
i.) ae ee ee 9 me Ta. a * © &» he. «ae 


SEPTEMBER 28, 1956 
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BDMAA’s aims: More education, publicity 


and members 


NEW SERIES OF ‘GROUP’ TALKS PLANNED: 
PRESENTATION TO RETIRING PRESIDENT 


The British Direct Mail Advertising Association plans 
to extend its activities greatly during the coming year. At the 
annual luncheon last week, chairman W. A. S. Camp (Dudley 
Turner & Vincent Ltd.) said that it was hoped to: 


Increase 
500, almost 
figure ; 

Contact members far more fre- 
quently by something in the 
nature of a regular report or news 
bulletin ; 

Supersede the tea-time talks 
with a series of “group interest” 
meetings — travel, publishing 
houses, chemists, etc. ; 

Encourage members to use the 
Association’s information service 
more and submit mailing shots 
for criticism and advice ; 

Extend the Association’s work 
to the provinces ; 

Publicise the availability of its 
panel of speakers ; 

Press ahead with educational 
plans ; and 

Implement a recent decision of 
the producer houses to create a 
“fighting fund” for direct mail. 


the membership to 
double the present 


Closer co-operation 


Mr. Camp claimed that during 
the past year the Association had 
succeeded in achieving a much 
greater awareness of _ direct 
mailers’ problems on the part 
of the GPO, and in establishing 
closer co-operation with such 
bodies as the Advertising Associa- 
tion, the Institute of Practitioners 
in Advertising, the Incorporated 
Society of British Advertisers, 
and the British Federation of 
Master Printers. 

The Institute had co-operated 
on research into direct mail and 
made available members of its 
research committee. A pilot 
scheme had been completed and 
it was now possible to prepare a 
questionnaire. 

In the BDMAA’s new offices, 
said Mr. Camp, it would be pos- 
sible to provide a library, in- 
formation on latest trends in 
reproduction processes, and 


At the annual luncheon of the 
British Direct Mail Advertising 
Association, Sir Frederick Rowland, 
retiring president (right\, invests his 
successor, Sir Spencer Summers, MP. 


details of direct mail machinery; 
to stage small exhibitions; and 
hold evening meetings. 

The new president of the Asso- 
ciation, Sir Spencer Summers, 
MP, chairman of British & Inter- 
national Addressing Ltd., who 
was: invested with his chain of 
office by Sir Frederick Rowland 
(retiring from the presidency 
after seven years), made a spirited 
defence of the role of advertising 
in the national economy. He said 
that costs could not be reduced 
except by the high demand 
achieved by advertising. 


Book presentation 


In appreciation of his work, 
Sir Frederick was presented by 
Mr. Camp, on behalf of the 
Association, with a de luxe copy 
of A Century of Punch, edited by 
a member of the Association, 
R. E. Williams, formerly pub- 
licity manager of Punch. 

In addition to Mr. Camp, the 
new officers (many of whom are 
chairmen of committees) are: 
Vice-chairmen—N. A. Cameron 
(Block & Anderson, Ltd.), pro- 
grammes, and R. J. Cowen (W. S. 
Crawford, Ltd.), code of stan- 
dards. Council—M. A. Chavasse 
(Glovers Advertising, Ltd.); Ian 
Colthart (Bradbury Agnew & Co., 
Ltd.); Donald McArthur (Wel- 
lington Press Postal Advertising 
Services, Ltd.); Alan A. Martin 
(British European Airways), criti- 
cism award and display; Horace 
Martin (Spicers, Ltd.); Dr. J. S. 
Netter (British & International 
Addressing, Ltd.), membership; 
Alan Nicholls (Key Publicity, 
Ltd.), publications; David Patrick 
(Sir Isaac Pitman & Sons, Ltd.), 
public relations; Ronald Peacham 
(Barker, Peacham, Ltd.), educa- 
tion; S. Simmonds (Simmonds 
Postal Publicity, Ltd.), finance 
management; Mrs. Beatrice 
Warde (Monotype Corporation, 
Ltd.); R. E. Williams (Hulton 
Press, Ltd.), research; and C. 
Clark Ramsay (George Newnes, 
Ltd.), reception. 


‘‘Advertiser’s Weekly’? Christmas Competitions 


another? 


Prizes of £10 10s., £5 5s.. 
and £3 3s. are offered for first, 
second and third entries 
judged best. 


Just mix up copy and illus- 
trations from press displays to 
make the oddest ads, then 
paste them up ready for re- 
production. 

Theme of the Christmas 
Number will be “The Credit 
Squeeze,” and prizes of 
£10 10s,. £5 Ss., and £3 3s. are 
also offered for the most amus- 
ing drawings or copy designed 
to sell any one of the follow- 
ing products: a luxury car, a 
new girdle, an elaborate lawn 
mower, an uneconomical coal 


PRIZES FOR THE ‘|: 
ODDEST ADS 


Has it ever struck you how interesting it would be if 
things went a little awry in an advertising agency and 
copy for one product went into an advertisement for 


Why not let your imagination run riot and 
a prize in a light-hearted competition for contributions to 
the Annual Christmas Number of “Advertiser’s Weekly.” 


perhaps win 


mine or a plutonium-headed 
golf club. 

A guinea will be paid for 
each entry published other 
than the winners. 

The competitions will be 
judged by the Editor, whose 
decisions will be final. 

ENTRIES SHOULD 
REACH THIS OFFICE NOT 
LATER THAN WEDNES- 
DAY, OCTOBER 31. 

And you may submit as 
many as you like. They should 
be addressed to The Editor, 
“Advertiser's Weekly,” Mer- 
cury House, 109-119, Waterloo 
Road, London, S.E.1, and 
—_ “Christmas Competi- 

Ss. 


Ve another ‘Sketch’ pub 


os 


The “Daily Sketch” is to offer 
another public house as a prize in 
a competition, which will be backed 
by a “vast’ national sales drive, 
including large spaces in the national 
and provincial press, spots on all TV 
stations, and double-crown bills 
throughout the country. This week 
the above leaflet has gone to news- 
agents throughout the country. 


‘National ads help local traders’ 


National advertising in local 
papers helps local traders, par- 
ticularly when it is supplemented 
by their own advertising, T. F. 
Bishop, advertisement manager of 
London Counties Newspapers, 
told the. Holborn Chamber of 
Commerce. 

Stressing the desirability of 
continuity in advertising, he said 
that the advertisement should 


clearly state the price of the 
article. Eighty-five per cent of 
buyers were housewives, and they 
wanted to know where to obtain 
advertised goods, and their prices. 

He said that classified adver- 
tisements were often read before 
the news and were a fruitful 
ground for the small trader in 
bringing his goods to the notice 
of the public. 


‘New Scientist’s’ 
ad rates, 


manager 


Digby Shuttleworth, late ad 
vertisement manager of Indus- 
trial Equipment News and Build: 
ing Equipment News, is to be the 
advertisement manager of The 
New Scientist, the weekly which 
Harrison, Raison and Co., Ltd. 
will launch on Thursday, Novem- 
ber 22. 

Other appointments to the ad- 
vertisement staff are: 

Reg Howes, as assistant adver- 
tisement manager. He has been 
advertisement manager of Britan- 
nia and Eve for two years. 

Brian Braithwaite, who has 
been senior representative of 
Farmers’ Weekly and latterly re 
presentative on Lilliput. 

The full page rate single inser- 
tion will be £130; type area 10 in. 
by 74 in. Back cover £150, two 
colour optional. There will be an 
agency discount of 15 per cent. 

The New Scientist, it is stated, 
is “ published for all those men 
and women who are interested 
in scientific discovery and in its 
industrial, commercial and social 
consequences.” Priced Is., it will 
aim at a broadly based reader- 
ship. 

The directors of the publish- 
ing firm. are: Harrison, 
Maxwell Raison, W. R. Rawdon 
Smith. and Percy Cudlipp. 
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ISBA CONFERENCE GIVES ITS VERDICT ON 


DO TV SPOTS SELL? ADVERTISERS 


‘It’s too early to tell—but the 


retailers are interested’ 


‘C AUTIOUS optimism” was the keynote of the afternoon 
discussions on “Does Television Sell Goods?” at last 
Friday’s one-day conference at the Park Lane Hotel. Some 
600 executives heard advertising managers profess that they 
could not yet tell whether TV advertising actually did move 


the goods off the shelves. 


Typical of the reactions they heard at this Incorporated Society of 
British Advertisers’ event was that of R. Tarrant, sales manager, 
McDougalls Ltd., who answered the title’s question with the words: 


“I suppose you could say Yes.” 


Describing two campaigns, one 


without the aid of TV and the other with it, he said: “The local 
campaign succeeded without TV and the other very much more 


quickly with it. 
have succeeded in the long run.” 

R. A. Bevan, chairman, S. H. 
Benson Ltd., said: “We in our 
agency have proved that tele- 
vision can sell some goods, but 
have found it very difficult to 
prove that it can sell some other 
goods.” 


Extra orders ? No 


Equally cryptic was G. F 
Dobson, advertising manager, 
Kayser Bondor (Sales) Ltd. He 
said: “Were retailers interested 
in our television advertising? — 
Yes, very positively. Were extra 
orders taken tq support this?— 
No. 

“Were sales increased during 
the period of the television 
appearances? —We are not able to 
tell. Did they decrease when 
television stopped?—No. Did 
retailers show any surprise when 
they . stopped?—Yes. At the 
moment we have no _ positive 
proof that sales increased—maybe 
because each time our national 
advertising campaigns carried 
exactly the same story.” 

On the other hand, A. N. 
Greaves, advertising manager, 


Major Harrison ill 


Clifford Harrison, president of 
ISBA, revealed at the conference 
that Major George Harrison, of 
London Press Exchange, and 
chairman of the TV _ Steering 
Committee, would not be present. 
He was ill, and was away 
from the office for the first time 
in 35 years. 


Black & Decker, Ltd., was con- 
fident that TV advertising had 
played a big part in helping his 
firm to promote their sales. He 
claimed that, for a cost of £1, 
it had been possible in the 
London area to give TV demon- 
strations of their product in 780 
homes for one minute. 

During the discussion Leslie 
Hardern (North Thames Gas 
- Board) said that his own experi- 


But I think if we had had to do without it we should 


ence was that for selling new 
lines, the expenditure on commer- 
rer} television had not been justi- 


A retailer's view was given 
by E. Rowan Bentall, deputy 
managing and merchandising dir- 
ector of Bentalls Ltd., who gave 
a list of eight conclusions at 
which he had arrived after care- 
ful investigation into the effects 
of TV on sales in his own and 
other stores. 


‘Give us time 


During the morning session of 
the conference, during which the 
programme contractors gave the 
audience a “review and preview,” 
C. W. VY. Truefitt, a director of 
Associated - Rediffusion Ltd., 
claimed that TV advertising was 
making all advertising more 
effective. 

TV advertising, he said, was 
already “slipping into the pattern 
of viewing” and it was highly 
acceptable and engaging in its 
varied facets. 

“I suggest that TV. has done 
more in the last year to make 
people aware of all forms of 
advertising than anything else 
that has been done this century, 
My feeling is that it is making 
all advertising pull better.” 

He was sure that more people 
were talking about advertising in 
a way which they had never done 
before. 

He went on: 

“Commercial TV is growing 
every week at a splendid rate, 
and I believe—and I am sure you 
believe—that with continued 
understanding of the great prob- 
lems involved we shall see in this 
country a great new medium 
through which industry can pro- 
mote its sales. 


“It may well be insufficient in 
itself, but it will undoubtedly 
play a great part with the other 
advertising media in this country 
in bringing the good news of 
industry and commerce right into 
the homes of Britain.” 


GEORGE A(W0r0Tunwiee ee 


Howard Thomas addresses the morning session of the conference. Also 


here (1. to r.) are: 


George A. Cooper, John H. Clark, C. W. V. Truefitt, 


H. L. Chilton (at the rear), Clifford J. Harrison, and William C. Thielé. 
Above their heads is the huge “ISBA 1900-1956" scroll which dominated 
the platform. 


He thought that the merchan- 
dise advertised must be the pro- 
duct of a known manufacturer. 
Lines possessing novelty appeal, 
or a new line, produced far better 
results than standard merchan- 
dise. 

Where goods already enjoyed a 
very large mass sale, it was 


: the 


Howard Thomas, managing 
director of ABC Television Ltd., 
discussed the difficulties of hand- 
ling a localised audience—in his 
case a Midland and Northern 
audience. 

Did they prefer Midland affairs, 
Midland personalities, Midland 
talent? 

“The only way to find out was 
to try. But we discovered very 
quickly that, although Midlands’ 
localised programmes gained us 
front-page press support, the 
viewing audience was not im- 
pressed. 


Viewers lost 


“In the United States, where a 
large city may have two or three 
TV stations, they can afford to 
be local in interest, but in Britain, 
we have found, the transmission 
areas are too wide for us to ‘go 
local,’ and parochial programmes 
lose audiences.” 

His advertisers also had been 
studying the people of the region. 
There was a tendency to adapt 
commercials to the respective 
markets — an advantage, he 
claimed, that television had over 
other national media. 

On the prospects for the future, 
Mr. Thomas said that he hoped 
the commercials would take on 
more selling power. 

“Although we welcome the 
high entertainment value of many 
of these commercials, I, for one, 
would be happier if some of them 
carried heavier advertising guns. 


doubtful whether TV advertising 
did anything more than preserve 
their popularity. 

It was of value if the feature 
presented the merchandise with 
emphasis on its practical advan- 


tages—with service and demon- 
stration. 
With small household items 


medium will never 


We can provide the medium, but 
you have to generate the sales- 
manship of your goods. 

“For our part, as contractors, 
we must do more to develop mer- 
chandising aids. With the sales 
books in a healthy state, we must 
devote more time and energy 
towards carrying the battle into 
the shops and help our advertisers 
with tie-ups and merchandising 
service. 

“Again, we must find out for 
you a great deal more informa- 
tion about our audiences. Bulk 
figures are not enough.” 

Sidney Bernstein, chairman of 
Granada TV Network Ltd., gave 
Granada’s reasons for guarantee- 
ing advertisers audited numbers 
of viewers. 

“We did this,” he said, “be- 
cause we wanted advertisers to 
know that we were behind TV to 
the hilt. 

“May was not a good month 
in which to start TV. We would 
never have opened a cinema in 
that month. We would have pre- 
ferred to have opened in Septem- 
ber. ‘ 

“Advertisers reluctant to adver- 
tise during the summer were a 
great problem. We told adver- 
tisers we required their support, 
and with only one exception we 
were received courteously and 
given a sympathetic hearing. 

“Advertisers and agents gave 
us magnificent assistance. In re- 


turn we think they received satis- 
factory coverage. 


“At Granada we are confident 
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THE FIRST YEAR OF COMMERCIAL TV 


ADVERTISER'S WEEKLY 


ARE OPTIMISTIC — BUT CAUTIOUS 


Powerful pull 
for new 
products 


there should be a strong possi- 
bility of an improvement or price 
advantage on the article the 
public were using. With larger 
labour-saving appliances, if the 
desire for the appliance was 
already in existence, a good ad- 
vertisement could decide the 
matter, or could sway the deci- 


That gap may go 

The “bed-time interval” is 
likely to disappear next year, 
Howard Thomas told the confer- 
ence. “The big development we 
are hoping to see in 1957,” he 
said, “is the closing of the gap 
between 6 and 7 p.m.” 


sion to a particular brand. In the 
fashion field TV advertising 
could have a marked effect on 
styling. 

It was generally felt, he said, 
that in the field of cosmetics, 
beauty preparations, and chemists 


The platform at the afternoon session of the ISBA 
Greaves, R. Tarrant, R. A. 


man), speaking, Clifford J. Harrison, L. E. Rowan Bentall, Allen Aldington, Harry Munt, and G. F. Dobson. 


departments, although frequent 
demand seemed to switch from 
one make to another according to 
television appeal, in the main it 
helped to increase sales turnover 
generally. 

Finally Mr. Bentall stressed 
the need for earlier and more de- 
tailed sales promotion informa- 
tion, and co-operative planning 
between manufacturers, advertis- 
ing agents, and representatives of 
large and small units of the retail 
trade. 

Allen Aldington, chairman of 
the National Pharmaceutical 


become straightforward to 


in the future, for we consider that 
TV is a natural development of 
the cinema.” 

Richard L..Meyer, a director of 
Association TeleVision Ltd., ex- 
pressed his appreciation of the 
TV Steering Committee, for the 
effort to co-ordinate research. 
Commercial television had run 
the risk, he said, of being “re- 
searched out of existence.” 

TV was a “successful advertis- 
ing medium,” and he quoted 
figures of viewers and homes re- 
ceiving commercial TV. These 


figures, he said, proved the public 


liking for ITV programmes. 

“I am confident,” he said, “that 
we will be able to make improve- 
ments in commercial TV to take 
its place as an advertising 
medium. We can look upon the 
coming year as a consolidating 
one. Meanwhile, TV has done 
a real job in helping to distribute 
products to the country.” 

Questions during the morning 
session ranged from the proximity 
of competing commercials to the 


desirability of simplifying the 
“complicated -jigsaw” of rate 
structures. 


Patrick Henry, sales director of Associated TeleVision Litd., greets his 
guests at a cocktail party given by ATV, in conjunction with Advertising 
Agents Commercial Television Circle, at the London Palladium to celebrate 


ATV's first anniversary. 


This was followed by a performance of “Sunday 
Night at the London Palladium’ and by a-sup, 
the show. Left to right: John Fitzgerald, G. 


r held on the st 


e after 
treet & Co., Ltd., 


r. and 


Mrs. Patrick Henry, Mrs. Val Parnell, Sir Robert and Lady Fraser. 


Union, said that the experience 
of the past few months had shown 
that TV could sell cosmetics and 
medicinal products 

For the establishment of new 
lines or for giving a fillip to lines 
with a new “gimmick,” the effect 
of television was far more rapid 
than with any other form of 
advertising. But it disappeared 
just as rapidly. 

Mr. Aldington, who said he 
was confident that TV did play 
its part in selling goods and 
would improve as time went on, 
hoped that advertisers and their 


conference comprised (1. to r.): D. 
Bevan, H. F. Chilton, convener (standing at the rear), P. G. E; Warburton (chair- 


A. Brown, A. N. 


agents did not fondly imagine 
they were selling lines. What 
they were selling was brands. 
They were competing one against 
another. 

Chairman of the afternoon 
session was P. G. E. Warburton, 
chairman and managing director 
of Richard Hudnut Ltd., and 
vice-president of ISBA. 

The panel also included D. A. 
Brown (director of Television 
Audience Measurement Ltd.) and 
H, F. Munt, marketing research 
division, Unilever Ltd. 


handle’ say the contractors 


With regard to the former, 
John H. Clark (Associated- 
Rediffusion) said that, where pos- 
sible, they endeavoured to 
separate competitive, or near- 
competitive, commercials by at 
least half-an-hour. 

On the subject of rate struc- 
tures, George A. Cooper (ABC 
TY) pointed out that only two 
of the contractors had had even 
12 months’ experience in com- 
mercial TV so far, and he 

“a little more 


Other media had such differ- 
ences as varying type areas, block 
screens, and column widths. 

Alex Anson (Granada TV) said 
he did not think television would 
ever be a straightforward medium 
to handle. 


‘The real answer’ 


He regretted the apparent un- 
willingness on the part of the 
advertising agents to consult 
with the contractors before pre- 
senting their facts to the adver- 
tisers. He thought that this 
kind of co-operation was the real 
answer to the “complicated jig- 
saw.” 

To a questioner who asked how 
soon it would be before the 
simultaneous networking of pro- 
grammes and the “consequent 
rate advantages to advertisers” 
became more general— 

Patrick J. Henry (Associated 
TeleVision) claimed that about 
one-third of the programmes 


— already being networked ; 
a 

Mr. Anson looked forward to 
the possibility of reducing rates 
for networked items. 

“Why is there such a wide 
discrepancy between the prices of 
60-second and 15-second spots?” 
the panel were asked. 


Cutting risks 


Mr. Henry gave three reasons. 
The comparative reduction in the 
price for minute spots was done 
deliberately to lessen the danger 
of too many advertisements. 

Secondly, an advertiser who 
bought a lot of anything expected 
to get a reduction. And thirdly, 
for reasons of simple finance: it 
was good business if one wanted 
to sell minute spots. 

The panel were in favour of an 
advertiser announcing the trans- 
mission time of his commercial 
in his press advertisements, but 
Mr. Henry and (from the body 
of the hall) Sir Robert Fraser 
(director - general, Independent 
Television Authority) warned 
that it was an infringement of the 
Television Act even to give the 
impression that the advertiser 
was sponsoring the programme. 

When Mr. Bernstein asked 
what would be the attitude of the 
Newspaper Proprietors’ Associa- 
tion to the insertion of the an- 
nouncement of a transmission in 
an advertisement without extra 
cost, Mr. Truefitt thought that 


@ Continued on page 77 
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ADVERTISER'S WEEKLY 


Colin J Wine 
leaving 


Colin Mann has announced that 
he is resigning his appointment as 
head of publicity and advertising 
with J. Lyons and Co. Ltd. with 
effect from Monday. This arrange- 
ment has been made, adds the official 
statement, “with good will on both 
sides, because of a reorganisation.” 
Mr. Mann was previously with E. D. 
O’Brien, public relations consultant, 
and before that was head of Lintas 
Information Services Ltd. From 
1947 until 1952 he was public rela- 
tions officer at the Conservative 
Central Office, and was in charge 
of the system of area publicity 
officers. During the 1955 election 
he was recalled specially to act 
as personal assistant to Sir Anthony 
Eden throughout the election cam- 
paign. He is a member of the LCC, 
having represented West Lewis- 
ham since 1952. 

No successor has been named to 
Mr. Mann, who joined Lyons late 
last year. 

* * * 

W. R. Kern, of the Auger & 
Turner group, arrived back this 
week from a business trip to 
Southern Europe in connection with 
the Zagreb Fair. Mr. Kern also went 
behind the Iron Curtain to Plovdiv 
in Bulgaria for discussions with the 
President of the Chamber of Cem- 
merce and Management of the Bul- 
garia Fair. 


John Hurd appoints 


London manager 


John Hurd Associates Lid. 
public relations consultants, have 
engaged Gordon J. Cornell as their 
London manager. He formerly held 
executive positions on the sales pro- 
motion sides of John Dickinsons 
and the shaver division of Rem- 
ington Rand Ltd. 

* * * 

Miss Fiona Macrae-Taylor has 
joined H. & B. Rose, the public 
relations firm, as an _ account 
executive. 


*x * * 

Allen Rowley, the Yorkshire Even- 
ing News air correspondent, has 
married Joyce Bairstow, daughter of 
Cecil Bairstow, a director of Vernon 
Publishing Co. and Vernon Pub- 
licity (Advertising) Ltd., of Leeds. 

* * * 
Roy H. 


Suttle has joined the 


advertisement staff of Organisation 
and Methods. 


Elizabeth “Kenyon 


Alan Slatter 


Alan Slatter has been appointed 
creative director of Gaynor Colman 
Prentis & Varley Inc., Paul Gaynor, 
the president, has announced in 
New York. Before joining the 
firm, Mr. Slatter was for six 
years with Mather & Crowther Ltd. 
in London: as art director for a 
creative group. Mr. Slatter is a 
graduate of the London School of 
Printing and Graphic - Arts. 

* * - * 

John Adnum has been appointed 
manager of the publicity depart- 
ment of Burroughs Wellcome & Co.. 
the production and digtribution 
organisation of The elicome 
Foundation Ltd. He was formerly 
with Spottiswoode Advertising Ltd., 
where he has been senior account 
executive. Before joining Spottis- 
woode’s he was the publicity 
manager of Glaxo Laboratories in 
India. His new appointment means 
that he must relinquish his work as 
joint honorary secretary of the 
Advertising Agency Commercial 
Television Circle. 


North American tour 
for H. T. Parker 


H. T. Parker, managing director 
of Roles & Parker Ltd., has left 
London for a month’s tour of North 
America, where he will have dis- 
cussions with a number of his com- 
pany’s clients. He will also visit 
Detroit to review progress and dis- 
cuss future plans for Square D Ltd., 
the British subsidiary responsible for 
the European operations of Square 
D Co., an international company of 
electrical distribution and control 
gear manufacturers. Mr. Parker will 
also attend the company’s annual 
sales conference at French Lick. 
Indiana, and the Institute of Radio 
Engineers convention in caemie. 

* x 

Sir Raymond Eustace ee is to 
take over as advertisement repre- 
sentative of the JTIrish Times 
Weekly Pictorial next week. Sir 
Raymond replaces Michael O’Con- 
nor, who is leaving for another 
appointment nearer his home in 
Dun Laoghaire. 

* * . 

J. R. Hayward has been appointed 
advertising manager of Whiteleys 
Ltd. He was formerly with 
Phillips irc sas’ Ltd. 


Eddie Dallard is to a pub- 
licity manager of John Smith Tad- 
caster Brewery Ltd. next week. He 
has been handling PR for the Bur- 
ton brewery of Ind. Coope & Allsopp 
Ltd. for the past three years. 


John Adnum 


H. T. Parker 


1956 


SEPTEMBER 28, 


A large gathering of local celebrities, screen and TV stars and pressmen 


attended the 
last Sunday. 
Middleton Tower); 
directors, Middleton Tower); 
TV stars); 
M. Parry (Odhams); R. H. 
(Granada TV); 


“End of Season” 


Longden (Westminster Press); 
J. Cartwright (area manager, Alfred Bates & Son Ltd.), 


party at Middleton Tower Holiday Camp 
Included in the above group are 


P. Deschamps (chairman. 


Mrs, J. H. Stone and Mrs. N. Kamiya (joint managing 
Peter Haigh and Albert Modley (stage and 
A. Spence (“Daily Express’’); 


Alex Wilkie (‘News Chronicle’); 
A. L. Perkin 


and J, Seryck (space buyer, Alfred Bates & Son Ltd.). 


Harold Stansfield 


retires next month 
Harold Stansfield is retiring from 


the Manchester office of Ripley, 
Preston & Co., Ltd., on October 31, 
owing to ill-health. Mr. Stansfield 


succeeded Robin Holmwood when 
the latter moved to the company’s 
London office in March 1955. K. L. 
Taylor, who joined the company in 
April 1955, now takes over as man- 
ager. Before joining Ripley, Pres- 
ton & Co., Ltd., Mr. Taylor was for 
nine years the manager of the 
Manchester office of Alfred Bates 
& Son, Ltd. As assistant manager 
to Mr. Taylor, J. L. G. Gledhill 
is joining the company, follow- 
ing several years as production 
manager and more recently account 
executive with Nevin D. Hirst 
(Advertising) Ltd. 
* os * 

Arnold Nicholls, advertisement 
director, Furnishing World, is cele- 
brating 25 years service with the 
publishers of that journal, Trades 
Chronicles Ltd. 


New appointments 


at Sheffields Ltd. 


Following the retirement of joint 
managing director Frank Mills, the 
board of Sheffields Lid. has made 
the following appointments: Frank 
T. Wiley, at present secretary and 
joint managing director, will be 
managing director; C. Hughes, at 
present assistant secretary, will be 
secretary; N. D. Purday, at present 
in- charge of sales and sites, will be 


general manager. These appoint- 
ments will come into effect from 
Monday. 


* * * 
Dennis Coward, a copywriter with 
John Hobson & Partners Ltd., was 
married to actress Patricia Craw- 


shaw at Holdenhurst Parish Church. 
Bournemouth, on Saturday. 


K. L. Taylor 


“Jen,” 
& Nicholson Ltd., manufacturers of 
Robbialac Paints, recently ran a- 
competition amongst employees for 
the “Jen” “Picture Girl of 1956. 

Ben Jones, picture editor of ‘ ‘The 
People,” offered to choose the 
winner, and he is seen here with 

Robert Linney, editor of “Jen.” 

* *x . 

Sheila Davies, a press officer with 
F. C. Pritchard, Wood & Partners 
Lid., is engaged to Dr. J. A. Lofting, 
of London Hospital. Miss Davies 
inherited journalism from both sides 
of the family. Her mother was on the 
editorial staff of the Western Mail. 
Cardiff, and later the Amalgamated 
Press, and her father, Edward W. 
Davies, is the general manager of 
the Press pee eae 

* * 

The hi Times Publishing Co 
of Washington, has appointed 
Frank L. Emmert as general man- 
ager and advertisement manager of 


the house magazine of Jenson 


their London office at 102 Park 
Street, London, W.1. He has been 
on the Continent for a year, in a 


similar capacity. 
* * 

Journalist and publicist Elizabeth 
Kenyon, who also writes under the 
name June Field, has formed a new 
organisation, Kenyon’s Personal 
Services. This will operate from 
30 Watling Street, E.C4. Mrs. 
Kenyon, who assisted in the press 
arrangements for the recent Food 
Fair at Olympia, will be specialising 
in features on exhibitions. 

* . 

H. Frank Ball, art director of 
D. J. Keymer & Co., Ltd., flew te 
New York this week to make a 
brief study of American advertising 
methods. During his stay he will 
visit Ogilvy, Benson & Mather, Inc.. 
Keymers’ associates through S. H. 
Benson Ltd. 
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HOME CHAT READERS are the kind of 
readers who, every Thursday, like to put their 


feet up and really get down to a good read. 


For Home Chat has commanded a particularly 
devoted readership among all classes of house- 
wife for over 60 years. And no wonder, for 
Home Chat offers first-class cookery, dress- 


a. W. BURNETT Advertisement Director THE AMALGAMATED PRESS LIMITED The Fleetway House Farringdon Stree E.C4 Central 8080 


a 


making, knitting and feature articles plus 
excellent light fiction. Home Chat certified 
net sales for January to June 1956 were 
239,919 — an increase of 15,197 over the pre- 
vious period. 

£100 will buy you a whole page and a large 
and devoted readership. 
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P & D’s survey of young people’s spending 


is ‘first of many’ 
‘MEDIA OWNER’S JOB IS TO PROVIDE 


STATISTICS,’ SAYS ERNEST PEARL 


The buying-power importance of the 16-24 age group— 
“backbone of the cinema-going audience”— is stressed in a 
new survey, “The Young People’s Market,” issued by Pearl & 
Dean (Screen Advertising) Ltd. 


Introduced at a P & D recep- 
tion on Monday by Dr Mark 
Abrams, of Research Services, 
Ltd., who carried out the survey, 
it reveals that over 95 per cent of 
young people go to the pictures. 
Of this group, comprising 54 
million people, nine out of 10 
men and two out of three women 
are earning. 

A chart shows that on the fol- 
lowing commodities the average 
spending of this group is above 
and sometimes three or four times 
as much as that of the community 
as a whole: soft drinks, choco- 
lates and sweets, toothpaste, 
gramophone records, pedal cycles, 
motor cycles, women’s footwear, 
nylons, brassiéres, roll-ons, sus- 
pender belts, foundation and van- 
ishing cream, lipstick, face 
powder, cake, liquid and cream 
make-up, and men’s footwear, 
shirts, ties, and hair dressings. 

A further chart also shows that 
the total expenditure of regular 
cinema-goers as _a_ whole 
18,250,000 of whom (or 33 per 
cent of the total population) visit 
the cinema on an average each 
week—accounts for far more than 
33 per cent of the nation’s spend- 
ing on the commodities listed. 

Dr Abrams, introducing the 
survey, said he believed it was the 
most up-to-date survey of the 
audience available to screen 


hi 


advertising. The field work had 
been done in March of this year. 

Ernest Pearl, chairman of 
Pearl & Dean (Screen Advertis- 
ing), said he believed it was the 
job of the media owner to pro- 
vide advertisers with information 
about the people to whom they 
were advertising, what they 
earned, and how they spent their 
money. The survey would be the 
first of many. 

Designed by John Hobson & 
Partners Ltd., and printed by 
Krisson, the survey is illustrated 
by photographs, coloured 
humorous drawings, and 
coloured charts, between semi- 
stiff covers. It has been sent to 
all advertising agents and all lead- 
ing advertisers. 


& 
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The first series of booklets ever to 
deal with air travel from the 
woman's viewpoint have just been 
published by Trans World Airlines. 
Displayed in this combined counter- 
card and rack, the six folders and 
menu translater are the work of 
TWA’'s travel adviser and head of 
the airline's women’s division, Mary 
Gordon. 


BEAMA conference on publicity 


The British Electrical and 
Allied Manufacturers’ Associa- 
tion is to hold a special one-day 
publicity conference at the Con- 
naught Rooms in London on 
Wednesday, October 31. Atten- 
dance is restricted to BEAMA 
member firms, but already over 
200 delegates have registered. 

Object of the conference is to 
“bring together those in BEAMA 
firms engaged in publicity, adver- 
tising, press relations, etc., and 


* 


provide an opportunity for dis- 
cussing mutual problems in these 
fields,” says the Association. 

The sessions will cover “Pub- 
licity for the Electrical Industry,” 
“Advertising and its Problems,” 
“Print and its Use,” and “Exhi- 
bitions and Overseas Publicity.” 

In addition there will be a 
“Hobby-horse” session in which 
volunteers will be able to speak 
for three minutes on any subject 
of their own choice. 


» 98 o> 


A private luncheon party was given at the Savoy on Friday of last week to Ken Witherington and Mrs. 


Witherington by their London friends. 
British manufacturers in the Fiji Islands, and is a founder member of the Solus Club. 
Andrew Milne, Harrison Haworth, L. Masius, Gordon Boggon, Cecil Notley, 


Harry Yoxall was in the chair. 


Mr. Witherington is an agent for leading 


Standing (left to right) are 
Harold Fish, John Rosswick, 


W. H. Lynas, W. T. Coulton, W. A. Sanderson, H. Yoxall, Miss B. Fielding, Drummond Armstrong, L. W. 


Needham, J. M. Beable, Jim Ellam, Julian Yeatman, John Coope, Edwin Keliher, and Surrey Dane. 
(I. to r.) are Mrs. Fish, Mrs. Witherington, Mr. Witherington, and Mrs. 


Seated 
Lynas. 


NOVEMBER 24 
WILL BE 
PR DAY 


Saturday, November 24 will be 
the Institute of Public Relations’ 


first Public Relations Day. It 
will start at 9.45 a.m. in the 
Recital Room at the Royal 
Festival Hall, when Fellows, 
Members, Associates and Affili- 
ates will hear the following 
speakers: 

Alan Campbell-Johnson = on 


‘“The Place of Public Relations” ; 
T. H. Traverse-Healy on “The 
Ethics of Public Relations” ; 
T. Fife Clark on “The Organisa- 
tion of Public Relations”; and 
Alan Eden-Green on “Public 
Relations and Public Taste.” 

After the business sessions 
there will be a social evening, 
with a visit to Reuters or the 
office of a Sunday newspaper 
available to members. 

Public Relations Day is being 
planned exclusively for members 
of the Institute ; no guests can be 
invited. 


Annual meeting date 


The annual general meeting of 
the Institute will be held on Fri- 
day, November 23, at Manage- 
ment House, Hill Street. 

Other details of meetings of 
the IPR have been announced 
this week. 

Anthony Wedgwood Benn, 
MP, will speak on “Parliament 
from the Back Benches,” at the 
October luncheon meeting of the 
Institute at the Criterion 
Restaurant on October 10. 

On Tuesday, October 16, at 
6.30 p.m., Charles W. Cousland, 
technical production manager ot 
W. S. Crawfords Ltd... will 
address an IPR study session at 
Management House on “Printed 
Material.” 

He will be the speaker in the 
second of six study sessions 
covering the syllabus for the 
Intermediate Examination in 
Public Relations. 

PR problems submitted by 
members will be considered by a 
panel at a discussion meeting to 
be held on Tuesday, October 23, 
at Management House. 

The panel will consist of A. A. 
McLoughlin, public _ relations 
officer for the Advertising Asso- 
ciation, as chairman, Miss Sybil 
Weir, managing director, Concord 
Public Relations Ltd., and F. C, 
Gillman, chief press and informa- 
tion officer of BOAC. 


A.B.C. Figures 
Jan. to June, 1956 


CAMBRIDGESHIRE TIMES GROUP 


London Representative: Mrs. K. D. FALKNER 
7 y 69 Fleet Street, E.C.4 
G 2 54 Copies Northern Representative: ARNOLD ELLIS 
y Weekly 64 Cromford House, Manchester, 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Fleet Street 9353 


Tel. Blackfriars 6987 
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IPA students prepare campaigns 


for ‘new’ toffee 


63 ON OXFORD WEEK-END COURSE 


The tenth of the week-end courses organised by the Institute 
of Practitioners in Advertising to prepare students for the final 
examinations of the Institute was held at St. Peter’s Hall, 
Oxford, last week-end. Sixty-three students from advertising 
agencies throughout the country attended. 


The task set for the students 
was to prepare the first campaign 
for a fictitious product—Tang. 
an orange-flavoured toffee, mar- 
keted by the Prince Confection- 
ery Co., Ltd., a subsidiary com- 
pany of the Prince Preserving 
Co.,-Ltd., on an appropriation of 
£75,000. For this the students 
were divided into nine syndicates 
and were supposedly members of 
the Oxford Advertising Agency, 
who were handling the product. 

The course was opened on 
Friday evening by the chairman 
of the course, E. Ward Burton, 
Armstrong-Warden Ltd., who was 
paying his fifth visit to St. Peter's. 

Other members of the directing 
staff were F. Monkman, Colman, 
Prentis & Varley Ltd.; P. W. 
Gierth, John Hobson and Part- 
ners Ltd.; Barrington Howard, 
J. Walter Thompson Co., Ltd.; 
C. W. Cousland, W. S. Crawford 
Ltd.; and M. T. C. Francis, 
Foote, Cone and Belding Ltd. 
The administration of the course 
was handled by R. B. Wood- 
house, education officer of the 
IPA. 


‘Stimulating’ 


Mr. Ward Burton said that he 
was sure the students would find 
the course “both stimulating and 
amusing.” This was not an 
examination but an exercise, and 
they could learn more in a week- 
end course than a whole series 
of lectures. 

On Saturday morning a series 
of lectures was given to the 
students by the directing staff, 
each of whom spoke on a speci- 
fic aspect of advertising. 

The lecture on media was given 
by Mr. Monkman, who said that 
it was far better to be strong in 
fundamental media rather than to 
dissipate the appropriation over 
too wide a field. 

Commercial television had 
already become a “potent force” 
in advertising, and was one of 
the finest media, but the fault 
was that you could not refer back 
to the advertisement as you 
could with the press. 

The fact that the copywriter 
was writing news just as much as 


FOR PLANNED 
DIRECT MAIL - ADVERTISING 
THAT SUCCEEDS -CONSULT 


the journalist was stressed by Mr. 
Barrington Howard in his lec- 
ture on copy. 

“The copywriter is the archi- 
tect of the advertising campaign,” 
he said. “It is the words that 
count. Copy should be like a 
woman’s dress—long enough to 
cover the subject, but short 
enough to be interesting.” 

Lecturing on visualising, Mr. 
Gierth told the students that the 
three qualities a visualiser must 
have were “imagination, technical 
know-how and courage, and of 
these three, courage is the 
greatest.” 

Major Cousland, speaking on 
mechanical production, gave a 
detailed description of various 
printing processes and the uses 
to which they could be put. 
The production man’s. responsi- 
bility was to see that the message 
came across clearly, with special 
regard to both lettering and 
colour, he said. 

Campaign planning was Mr. 
Francis’s subject. He asked his 
audience to write down five 
questions and bear them in mind 
when preparing their campaigns. 
The questions were: Who are the 
people we want to speak to? 
What do we want to say to 
them? How do we say it? When 
do we say it? And where do we 
say it? 

After the lectures the students 
were able to ask the directing 
staff questions and discuss with 
them any points in the campaign 
brief. 

Immediately after lunch on 
Saturday the students retired to 
their various syndicates to pre- 
pare the campaigns. These were 
then presented on Sunday to the 
course as a whole and the direct- 
ing staff made their observations 
on where they thought the syndi- 
cates had gone wrong in their 
campaigns, or could better them 

—or had, in some cases, done a 
good job. 

Visitors to the course on 
Saturday included the chairman 
of the IPA’ education com- 
mittee, W. A. Messenger, and 
Eric Brown, G. Street and Co., 
Ltd.. who had been a tutor at 
previous courses. 


Baker 


Gingerbread 
and Devil's Food cake mixes have 


Mary Golden 
a new-look display unit. With 
front and back “pockets” to hold 
12 packs in all, the unit, predomi- 
nantly blue and yellow, is now being 
sent out with cases of Mary Baker 
mixes to grocers throughout the 
country. 


More PR places 


The great demand by students 
for the public relations course 
arranged by the Institute of 
Public Relations, in co-operation 
with the Regent Street Polytech- 
nic, has resulted in the number of 
places being increased from 36 to 
48. The course began yesterday 
(Thursday). An additional course 
may he arranged early next year. 


Ads for competition 


S. Freedman & Co. Ltd., manu- 
facturers of Romanza coats, are 
to promote a national Romanza 
fashion contest, in which the 
judges will be Suzanne Grey, of 
Woman's Own, Sarah Redwood, 
of Woman's Illustrated; and Jean 
Guest, of Draper's Record. The 
competition will be heavily adver- 
tised. Agents are Reid Walker 
Advertising Ltd. 


H-P drive planned 


A brochure has been sent 
out to members by the Hire 
Purchase Trade Association 
setting out proposals for a 
national publicity and public 
relations campaign “to bring 
forcibly to the attention of all 
in this country the vital part 
which hire-purchase plays.” 
An HPTA circular appeals to 
members to support the pub- 
licity scheme financially. The 
agents are Ellis Lloyd Adver- 
tising Ltd. 
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‘Consumers — 
should revolt 


against shoddy 
goods’ 


—U.S. productivity chief 


British goods are “shoddy, 
often barely inspected, lacking in 
style and generally over-priced,” 
Francis E. Rogers, who has 
spent the past five and a half 
years in Britain as head of the 
productivity and technical co 
operation division of the United 
Kingdom Mission of the United 
States International Co-opera- 
tion Administration, said in 
London this week. 

He was speaking at a farewell 
lunch, which marked the ending 
of the eight-year programme of 
American technical aid to British 
industry and agriculture. 

“The consumer in this countr 
is a completely forgotten man.” 
said Mr. Rogers. “Nobody ever 
considers the consumer. What 
you need in this country is a con- 
sumers’ revolution. Let the 
consumer get up on his hind legs 
and say: ‘Prices are too high, 
styling is ridiculous, and I won't 
buy it.” 


Using our reports 


And he gave a warning that the 
Russians and Japanese were mak- 
ing use of the British produc- 
tivity teams’ reports—even if 
there were British industrialists 
who did not think there was 
much in the programme of 
American technical assistance. 

The best of British per- 
formance, thought Mr. Rogers, 
was comparable to the best in 
the United States, but the aver 
age here was not high. “More 
concentrated effort is made by 
American workers,” he said, 
“and is supplemented by 
maximum co-operation with the 
management.” 

That was, he claimed, because 
American management was 
aware of all that was going on 
in the plants and was, therefore. 
much more able to work with 
the operatives. The average 
American worker was convinced 
that the prosperity of his firm 
was better assured by the pro- 
duction of more at less cost. 

“The average British worker,” 
said Mr. Rogers, “seemed to re- 
ject or lack understanding of the 
value of higher productivity and 
better quality of workmanship. 
It was not unfair to suggest that 
competition here might be sub- 
stituted for complacency.” 

See comment—page 16 


TOY RECT 


445, STRAND, LONDON, W.C.2 
Phone: COVent Garden 0755 
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for PALMOLIVE 


P for Palmolive as advertised to 


13 million readers — including you. 


When you place your ads, here’s one winning trick, 


Your ads pull better when they’re in the PIC. 


READERSHIP : 13,070,000 (HULTON SURVEY) 
NET SALES: 5,624,010 (ABC JAN-JUNE 1956) 
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SPORTS SECTION 


At the IPA Golf Circle meeting at Walton Heath: 


Hibbitt, P. D. White, D. 
Willock, W. G 


M. Samuel, G. Barney, 


Aubrey Ensom is 


The autumn meeting of the Insti- 
tute of Practitioners in Advertising’s 
Golf Circle was held at Walton 
Heath Golf Club and was attended 
by 31 members. 


The “L. O. Johnson” Challenge 
Trophy and Memento for the best 
net score of a medal round under 


handicap, presented by C. Mitchell 
& Co., Ltd.. was won by Aubrey 
Ensom (Spottiswoode Advertising 


Ltd.) who returned a score of 75, 
and automatically becomes captain 
of the Golf Circle for the ensuing 
year. R. M. Carpenter (Foote, Cone 
& Belding Ltd.) also returned a score 
of 75 and the winner had to be 
decided over the last six holes. 

Mr. Carpenter, therefore, won the 
first prize, which was presented by 
the retiring captain, Kenneth B. H. 
Edwards (Willing’s Press Service 
Ltd.). 

Three people tied for the second 
prize, presented by Rumble, Crow- 
ther & Nicholas Lid., and this was 
decided over the last nine holes. The 
winner was: W. G. Seabrook (Will- 
ing’s Press Service Ltd.) with a 
score of 77. P. D. White (White & 
Carter Ltd.) and C. Graves (Will- 
ing’s Press Service Ltd.) also 
returned the same score and Mr. 
White was presented with a runner- 
up prize of a Silver Spoon. Mr. 
Graves was not eligible for this 


ay 


A. Brown, 
Seabrook, J. P. O'Connor; 


R. M. Carpenter, 
S. Wood, D. 


Back row (1. to r.): 
H. E. Rose, J. 
front row U1. to r.): 


Turner, H. K. E. 


new IPA captain 


prize as he is not a member of the 
Institute. 

Another tie occurred for the 
“Lionel Jackson” Perpetual Trophy 
and Memento for the best net agre- 
gate score for the spring and autumn 
meetings, presented by G. Street & 
‘9., Ltd. This was decided over the 
last 18 holes and Mr. Ensom was 
again the winner. Mr. White was 
runner-up for this trophy also, and 
received another Silver Spoon. They 
both had total scores of 154 

The “hidden hole” prize was won 
by Sinclair Wood (F. C. Pritchard, 
Wood & Partners Ltd.). 

The Afternoon Greensomes 
against bogey under handicap was 
won by A. Ensom and C. Graves, 
and the runners-up were J. Hobson 
(John Hobson & Partners Ltd.) and 
W. G. Seabrook. The prizes were 
presented by Colman, Prentis & 
Varley Ltd 

After the prizes had been pre- 
sented, the annual general meeting 
was held and it was decided to hold 
the spring meeting at Moor Park, 
if possible. 

The captain of the Circle has 
always been the winner of the 
“L. O. Johnson” trophy but it was 
decided that. from the autumn of 
1957 onwards, the captain of the 
Circle will be elected. 

The meeting was attended by 
J. P. O'Connor, the IPA director. 
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4 Press XI and a team from 
in a cricket match at Kingsbury. 
with their total at 113. Allardyce 
managed to play out time and the 
for the Press XI were J. C. 


llardyce Palmer Ltd., 
The Press XI batted first and declared 
Palmer lost four quick wickets but 
match was drawn. 


Turner (‘Sunday Pictorial’’) 40, 


which met recently 


Highest scorers 
R. Mudie 


(‘Architect's Journal’) 53, and John Bowler (Amalgamated Press) 50 not 
out. After the match a buffet supper was held at the Harrow Tavern, 
and the teams played a darts match which the Press XI won. 


PLASTIC 


Showcards, Displays 
and Packaging 


Pre-printed, vacuum formed 


A. Ensom, 
Sawitell, W. G. D. 


P. C. Lagden, E. H. Roberts, C. W. 
Hobson, G. Roe, C. 


Graves, G. D. 
M. Napper, R. Nash, K. Edwards, 
Softly. 


Keen play in 
the rain 
at Whitstable 


The seventh annual golf meeting 
organised by Ted Roberts and Bill 
Hibbitt at Whitstable was held last 
Friday when 40 players and 10 
spectators ignored the rain in what 
proved to be a keenly contested 
day’s golf. Prizes were given by the 
Sporting Record (Cup and Replica), 
London Press Exchange, Hultons, 
The People, Daily Herald, Irish 
Times, R. H. Clark, Bill Chappell, 
Geo. Jackson, Eddie Wills, Archie 
Mclsaac, Dennis Mayes and Phil 
Lee. Main prize winners were Ted 
Roberts who took the Sporting 
Record Cup and the first prize off 
handicap with a nett 69. Gorden 
Millem took the scratch prize and 
Ken McDowell second prize with 
a nett 70. 

Afternoon foursomes event went 
to Graham Aldred and Fred Smith: 
the runners-up were Phillip Irvine 
and Freddy Lawrence 


Club News 


Owing to the ISAS Film 
Festival and the ISBA TV con- 
ference, and the subsequent 
pressure on editorial space, Club 
News has had to be held over 
for one week. 
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‘Radio Times’ 
sale ‘highest 
in the world’ 


A county-by-county breakdown 
of the net sales of the Radio 
Times in relation to broadcasting 
receiving licences is a new feature 
of this journal’s latest sales 
analysis, which is based on its net 
sale of 9,094,703 on January 27. 

Tom Henn, head of the BBC 
advertisement department, intro 
ducing the survey, claims: 

“The weekly net sale of the 
Radio Times exceeds that of any 
other periodical, magazine, or 
newspaper published in any 
country in the world. .. . To the 
advertiser these copies represent 
a significant mass market. 

“They go into more than half 
the homes of Britain, from Shet- 
land to the Channel Islands, from 
Fermanagh to Norfolk. . . . The 
overall picture is of more than 
nine million copies going to 64 
per cent of the licence-holders, to 
57 per cent of the families of 
Great Britain and Northern Ire- 
land.” 

The brochure gives its reader 


ship as 19,062,000, the estimate 
given in the IPA’s National 
Readership Survey, 1954, and 


analyses this readership by sex, 
class and age. 

The first series of tables in the 
distribution shows the sales of the 
Radio Times by counties, as net 
sales, net sales as percentage of 
the population, and net sales as 
percentage of families. 


Phone cable ads 


To tie up with the inauguration 
of the first transatlantic telephone 
cable on Tuesday, Submarine 
Cables Ltd., who produced 92 per 
cent of the submarine cable re- 
quired for the project, took full 
pages in The Times, Daily Tele- 
graph, The Financial Times and 
the technical press. Agents were 
G. Street & Co., Ltd. 


Monday, October 1 

INSTITUTE OF PACKAGING (Scottish 
branch) Meeting **Standardisa- 
tion and Design in its Relation to 


Packaging.’ B. G. S. James 7 
p.m. 

PUBLICITY CLUB OF LONDON, Meet- 
ing Charles Eade Waldorf 
Hotel. 6 p.m 


Tuesday, October 2 


REGENT ADVERTISING ciUB. Lecture 
‘Campaign Planning,” A. Everett 
Jones. 6.30 p.m 

INSTITUTE OF PUBLIC RELATIONS 
Debate. 6.30 p.m 


BERKS AND BUCKS PUBLICITY ASSO- 
CIATION monthly meeting. Speakers 
D.N. and Mrs. Spargo, directors of 


ADVERTISING DIARY 


Nicholas Cartoon Films Ltd 7.3 
p.m 


Thursday, October 4 
REGENT ADVERTISING CLUB 
Speaking group. 6.30 p.m 
INSTITUTE OF PACKAGING (Southern 
area). Meeting on pharmaceuticals 
Management House, 8 Hill Street, 
W.1. 6.30 p.m 


Friday, October 5 


Public 


REGENT ADVERTISING CLUB **Miss 
Regent Club’’ Contest 7 

INSTITUTE OF PACKAGING (South 
Western branch). Meeting. Grand 


Hotel, Bristol. 6.30 p.m. 
PUBLICITY CLUB OF GLASGOW. Charles 
Elliott. ‘Electronics in Industry."’ 


Advertising models 
Animated displays 


Exhibition units 
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@ The average daily net sale of the News Chronicle for the 
period January to June 1956 was 1,441,438. This was an 
increase of 188,660 over the same period last year and 

the greatest sales increase amongst all national dailies. 
(Facts revealed by A.B.C. figures) 

b The News Chronicle, has 41% of its readers between the 
ages of 25 and 44. This is the most free spending of 

all age groups. Only one other popular daily has a 
greater percentage of its readers in this age group. 

(Facts revealed by the Hulton Survey) 

© 45% of all News Chronicle readers who are householders 
own their own houses. No other popular daily can claim 
such a high percentage of house owners as this. 


(Facts revealed by the Hulton Survey) 


And if you want t 
economical it is to adver 
tise in the News Chronicl 
ring William Memory 
Advertisement Director 


FLEET STREET 5000 
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AMERICAN 
CRITICISM 


An American who left for home 
yesterday (Thursday) after 
spending some five and a half 
years in this country had some 
hard words to say about Britain 
before he departed. 

He is no ordinary critic, for his 
name is Francis E. Rogers and 
he has been in charge of the 
programme which gave 
American technical assistance 
to British industry—arranging 
for visits of productivity teams 
to the United States. 


Caustic references 


At a lunch given to mark the end 
of this eight-year aid pro- 
gramme, Mr. Rogers made 
caustic references to Britain’s 
industrialists, workers, hotels, 
shops—and even the weather. 

But perhaps his most serious 
allegation concerned British 
goods. “They are,” he is 
reported as saying, “shoddy, 
often barely inspected, lacking 
in style and generally over- 
priced. What you need in this 
country is a consumers’ revolu- 
tion.” 

He blamed this on our “highly- 
cosseted” economy, firms that 
clung to outmoded equipment 
—and “lack of productivity.” 

Replied a Federation of British 
Industries spokesman: “It is 
simply not true that manufac- 
. turers are cosseted and com- 
placent.” And he dismissed 
the criticisms as “utterly exag- 
gerated.” 


Re-examine findings 


But the question remains: Has 
maximum use been made of the 
reports of the 66 British pro- 
ductivity teams which have 
visited the USA? Or is it the 
case, as Mr. Rogers suggests, 
that Russian and Japanese firms 
have translated our findings 
and put them to better purpose 
in their own countries ? 

Let each firm in every trade re- 
examine the findings of its 


team. 

It may well be that there they 
will find still further ideas and 
methods which could be put 
into immediate operation ; im- 
provements which could result 
in greater prosperity for their 
companies and the country as 
a whole. 
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V's first birthday—and if was ; quite 


a party 


ON Thursday, September 
22, 1955, commercial 
television slipped calmly and 
quietly into London. It had to 
be calm and quiet with so 
many back-bench MPs eagle- 
eyed for the slightest slip—or 
any signs of American-type 
hysteria. 

Now the child is a year old— 
and what a rumbustious birth- 
day it has had. 

Trouble-spot No. 1: We are on 
the brink of the “stormiest con- 
troversy that has ever hit British 
broadcasting,” says ITA director: 
general Sir Robert Fraser. 

The bone of contention, basi- 
cally, is that £750,000 grant 
which the Government turned 
down last month. The ITA must 
have it, said Sir Robert over the 
weekend, and the request is to 
be renewed. 

It must come, he said, from 
TV licence fees. And to back 
his argument he quoted viewing 
figures proving that three times 
as many were watching ITV pro 
grammes as the BBC’s. 

Back came the BBC to chal- 
lenge this, and the ITA qualified 
Sir Robert's figures by saying 
that they applied only to the 
areas where both services were 
available. 

Where does the advertiser 
stand in this? He is charged 
with not wanting to advertise on 
the serious programmes which 
would help the contractors to 
counterbalance their current glut 
of “light entertainment.” Hence 
the need for the £750,000. 

But the advertiser will support 
—to the hilt—any medium which 
gets him readers, viewers—or 
even casual-glancers. It is up to 
the contractors to show that they 
can produce “serious” pro- 
grammes that will still attract 
viewers. 

Impossible? What about the 
BBC’s “Animal, Vegetable or 
Mineral”? 

Trouble-spot No. 2: That 
ISBA conference. It hardly pro- 
duced the conclusions the con- 
tractors wanted. 

In fact, it produced no conclu- 
sions at all. But it did give the 
contractors plenty to think about. 

With a few exceptions, adver- 
tisers did not know, one way or 
the other, whether TV sold the 
goods for them. But most 
seemed willing to give it a further 
chance. 

The only after-the-conference 


grumbles this column heard were 
directed by advertisers at adver- 
tisers. All had the same theme 
—oh, those shocking com- 
mercials! 

One delegate said afterwards 
that he had wanted to alter tie 
title of the afternoon session to 
“Can TV stop selling goods?” 
For, he said, the “stupidity” of 
some commercials had caused the 
products to be placed on a barred 
list in his home. An isolated case 
—or a symptom of a country- 
wide trend? 

Only advertisers and 
agents can solve this one. 

Trouble-spot No, 3: The Daily 
Sketch and Daily Mirror's 
childish exposée last Saturday of 
Illustrated's posed picture of a 
family supposedly bored to tears 
watching “the same old stuff” on 
commercial TV did neither paper 
any credit. 


their 


‘‘Another slogan idea, Harold?”’ 


If the Sketch and the Mirror 
disagreed with the points /Ilus- 
trated was trying to make they 
should have said so—editorially. 
But to sneer at a “hoax” in their 
mock-sensational way was un- 
worthy of both. 

And have the Daily Sketch and 
the Daily Mirror never used a 
posed picture ? 

Trouble-spot No. 4: Liberace 
arrived on Tuesday. 


TRUTH—AND 
CONSEQUENCES 


CHANGE proposed in the 
44. Code of Trading Practice for 
the furniture business will make 
it no longer compulsory for 
manufacturers to state in adver- 
tisements that their goods are 
available only through retailers. 
But they will still be “advised” 
to make this clear. What happens 
if they don’t? 


TOMORROW'S TOPICS 


@ A publishing firm is considering 
the introduction of a controlled 
circulation journal covering the 
hobbies, toys and games fields. 


@A new system of operating 
movable letters in neon signs is 
to be introduced by a manufac- 
turing firm shortly. 


© A new type of carpeting fabric 
is now ready for bulk produc- 
tion. Extensive sales drives in 
home and export markets will 
be made. 


@A_ market 
planned to 
acceptibility 
machines. — 


Survey is being 
investigate the 
of milk vending 


Provincial Agencies 2m) 


seaiania 
Write for ssannd 


@ Increased competition in the 
footwear field will lead to giant 
campaigns for shoes. New 
lines will be heavily advertised. 
and publicity for existing lines 
stepped up. 


@ Success of the US Food Fair 
stand will lead to prestige cam- 
paigns for processed foods and 
domestic appliances in 1957. 


@ Hopes that the recession in the 
motor car industry is now end 
ing will encourage manufac- 
turers to continue large-scale 
advertising after the Motor 
Show is over. 


ROUND TABLE 


4 TYPESETTING lian 
TWenccoes 


es 


Type list to-day 


ENGRAVING CO.LTD.SHEFFIELD.1I Tel. 29176/9 


TYPESETTERS 


BLOCKMAKERS 


ELECTROTYPERS 


STEREOTYPERS 
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You can't net more for youry 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96, LONG ACRE, LONDON, W.C.2 


eer 
=~ + > 
— = ~ -. Ft. ~ 
gt fF esp a », WS— - 
: Sin Sa ee —_2— 
lle . 4 + =e 
As a ~ ey i. — 
. * ; “a * eee . = 
2 tet * : > 
e Ae ~ . Sirs ~ 
7. aN o~ i aed j Tey i 
* Pr ee (tg a Sein - SNe tan’ec* ~~ 
me i inte ee ee a5 Fg the. Fam FR 
BOM ee Se “Sie nook sgh = ee 
$ he Fe; 9 ’ otis 5 + 2 = oe oo te : 
2) en ae git Pe Pe v4 ae a Se iS  -. ya “<@ ©. 3a a me = A. ais cate i ae 
A, : x Srey 22%, : ee o Piette, 4 x ‘ audi 3 q a % Seg te 9 @ 
aah ry “ “eat oe See > . ae = : = . ae 4 + e— ey 
PN EF es an i 
Ze. Se Se Se ee. . _ s 
é Pa 4X a : etait e : © es , i : “ee ‘ = ye ~~. on» a ‘ » ; { 
j P Se eee , aa . ‘ + Re . se “) > . % = ~ os 
: ir ee a : ty ais | = ¥ ae oe ae ~ ee” ja eae 
[i a we we 5 a ma ~ os . a 4 ae * b _ A re > eae : 
‘ ee ea <¥ ne , . aS Sema . = a ale 7 << y 
fi Py 2 . he ale ae ¥ ‘ae s 42 —_ ; a.’ ‘ “ , 
he os rt > Sek 3 : OS - “eee ' = ez. 
oe © a 2 > a pe 1S — oe? 
: a. ae me, Bae he 
* 7» 3 Gi ng _ ~ Ag gh 7 nab y ng 
A SS, “ — a) : sai 9 tas oe ie 
} oo z => << : : . : 1s 
N * . wm, . ge & Saag | aa Sw ge 
ie 3), "ee az one. —— ii - . 
ab oes. i — 2 ee ioe 
o4 im» 4 _ vies wine ; “tod : 7 . _~ —— ; ae er : 
i a. s — “sige Ff a7 = 
Me oe Ka 2s “ i ee . ie ee Pai q oe AS } " 
, . A “we 2 ae S FF “ag nd ite ~ ze _ <n rt . ‘. 7 niet - “> G 
bp iit. Shee er - * 5 ." . <a : te “ ‘2 “ . 
PF as 8 en ae ae : a + 5 = “tenth s 
fee x. ; as i —_— se \\ ey j — it 
Sle oe j / ~ in ba ; AY Abe aay HN ye P 
-—— , , - Pas. Oo >. ef? ge J i “ é Ds - - +. * a ’ 
> ~ > . ~~ : % : y : 5 
* a os oa > iz =, ’ 
ree ~~ ts ae, * / te a! / ; iY * 
‘ eS ivy i F sal 4 i ia : : ie — 
te pee ee - Je Mai > —_“_ e- : , . ferns =. . 
1 2 t” ee # , 7S = ad — “ 4 “a 2. 
SE ead ’ 3 3 ie 4 er ' : 
' fa on - fa j ti Es te a + , 1 
ie a" be, ~ ‘s ~ yr. x yy“. na, ' ’ ve ; x 
Rr |S >. . : cx we XxX és - . P, _ - J ‘© 7 ae 
ee. 3 we SG ae rm :  « , aye Y ‘ 
) . i . —. ee Xx - Ls : , KH noe aks "7 . . q ; 
an - Be. eee = ee ae N\A Oa ; ek 
. “a ee * < EE SX ‘> ry A -. 4 * . 
3 ea tt. xy _* >< >* > a ~ z 7 SS met oo " 
x : a> wa V2“ eae yA > , ie Be 
fae . . x <> D $ an x + 4 ‘ a ¢ r >. Z f 2 a - A 2” bs } ’ ‘ 
ee? ; x S x 4 x . et x a ‘ xs r+ x > .¢ : x . o-y E 3 
Paes Oo. o* ae « a a? 62078 at a" AY "0 On j ; H : ™ Ss : 
ies = Ro ae aet.a8 a &" “a 4 . ad -_—— f +7 } 
i A OO Hi i My ee) 
Me) — a ae 8 ae. | eo el - : . r + ahed aoe iis eit r 
ae es a > me . 0 * ‘———-F ‘d rs i wits % 4 Bo 
ae Dg ~ aes i, : ’ ‘ “ 4 daeattte — erty 
: yer > « Lut se o r . tie aS: 
-* Pd. ee : e bettie sete es El - 
‘ f eee Tash hh ene Fae 8 
3 bo, bis aber tt: vias reat ¥ aia ae wet cs pate! 
x Mr eee ; ad as tes ig oie: ears ner a = 
a i 
.. a a ee » - Cr ee: : j =. a 
i ee ye ae _ cn - > 4 ia 8 . age 4, —- - 


SEPTEMBER 28, 1956 19 ADVERTISER'S WEEKLY 


JOHN BULL nets the greatest 
home-delivered 

among all general 
colourgravure weeklies 


This fact alone makes JOHN BULL an excellent invest- 
ment for your advertising expenditure. But when in the 


field of general colourgravure weeklies you net, in addition, 
the lowest monotone cost per 1,000 circulation ; the lowest 
monotone cost per 1,000 women and housewife readership; 
the highest weekly net sale; the largest family readership; 
a magazine read and re-read for more hours and with more 
confidence; a magazine that consistently publishes 
Britain’s finest writing, JOHN BULL then emerges as 


one of the finest investments in advertising in the country. 


| money? SOHN BULL 


A.B.C. AVERAGE WEEKLY NET SALES 
JANUARY - JUNE, 1956 - 1,098,811 
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REVIEW OF ADVERTISING 


Back from his holiday abroad, COPYTASTER 
has looked around and—so 
far as banality goes—thinks he 


has discovered— 


The headline of 


the century 


BEFORE we begin, and 
before it slips from my 
mind, let us record the most 
banal headline of the year and 
perhaps even the century: 
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A stocking advertisement with a 
difference that has greatly pleased 
Copytaster. 


“Old-fashioned polishes are out 
of date!” 

You will notice that the copy- 
writer himself had misgivings and 
tried to ginger it up with an ex- 
clamation mark, a device that 
only emphasises the obviousness 
of it all. 

Looking at the advertisement 
(which does not improve on 
better acquaintance), I am _ re- 
minded of an American professor 
called Flesch who devoted many 
years to the perfection of a 
method of measuring the read- 
ability of newspapers and maga- 
zines—mainly by counting the 
number of polysyllabic words— 
and of simplifying their style. 
When news reached the famous 
literary critic, Edmund Wilson, 
that the method might be applied 
to a paper on which he worked, 
he exclaimed : 

“What? Simplify my Eng- 
lish? I would as lief Simoniz 
my grandmother.” 


Well worth sharing 


Oh yes, there was also a car- 
riage card for Phoenix Assurance 
that seemed too rich and strange 
to be confined to commuters on 
the Southern Railway: 

“Your business is our busi- 
ness in the sense that some- 
where behind the _ restless 
activity of industry is the 
need for insurance protection 
against many fortuitous events 
that play havoc with output 
and profits.” 
That’s one for 

Flesch’s next book. 

And here is the cover of a 
350-page promotion booklet sent 
out at the beginning of this year 
by a Japanese newspaper com- 
bine. The cover is described as 
follows: 

“This print by Sharaku inter- 
prets effectively the role of 
Edobel, the villain. The eyes 
are slanted, the lips are tight 
and the open hands emerge 
from the bosom.” 


Professor 
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You will notice that it also has 
a title: “ This is Japan.” 

How long have nylons been 
among us? 

About 15 years I suppose, 
and there must have been at least 
1,000 different advertisements for 
them during that time, all with 
pictures of nylons and nearly all 
with pictures of legs, some of 
them in postures deriving from 
the comprehensive marriage 
manuals of the orient. 


Way to madness 


The asylums are doubtless 
filled with visualisers driven there 
by the difficulties of finding new 
ways to draw legs and nylons. 

And now, after all this time, 

Hartnell has the impudence to 
advertise his nylons without 
any picture at all. Not a 
nylon, not a leg! Not even a 
little toe! It’s really too bad of 
him—particularly when you 
notice that his advertisement 
has more style and a far more 
powerful suggestion of high 
quality than about 95 per cent 
of his competitors. There 
ought to be a law. 

You may say if you like that 
Hartnell can get away with it 
where others could not because 
of his great reputation as a dress- 
maker. 

I quite agree, but nylons have 
been produced by many famous 
firms whose names were made in 
other fields, 

Didn't they drust the goodwill 
in their names? 

And if they had been as 
famous as Hartnell, would they 
have had the wit and courage to 
break all the rules and do some- 
thing different? 

All the evidence points 
other way. 

In trade after trade you find 
all the manufacturers following 
one another like midnight sheep 
jumping over a gate;. one black 
rogue among them breaks away 
and shows them that originality 
is not commercial suicide but a 
highway to success. 


the 


Copytaster thinks that even the 
copywriter himself had mis- 
givings. 


And even then, when they have 
dared to be different and have 
reached the very top of the tree 
there will be little people whining 
that they got there not by being 
original, not by using their brains 
to better purpose than others, not 
by the brilliance of their advertis- 
ing and merchandising but just 
because they happened to have a 
thundering good product. 

Yet the truth is almost 
always that the people with 
enough brains and ingenuity to 
make a better product—and to 
keep it better—tend to use 
those same brains and in- 
genuity to do their advertising 
in an unconventional way as 
well. 

Only yesterday—or was it last 
week—somebody was complain- 
ing that Player’s advertising was 
all wrong because it went into no 
raptyres about the product, set 
forth no selling points, used a 
slogan that most of the public 

@ Continued on page 22 


The cover of a promotion booklet 
published by a Japanese news- 
paper. 
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the intelligent writer’s guide to advertising 


QUESTIONS 


| a Is there such a thing as a formula for a good advertisement? 


Does sincerity matter in advertising? Does one have to 
believe in a product in order to write good copy about it? 


Is it necessary for a copywriter to be a man 
(or a woman) of the world? 


Is an ‘ original mind’ an advantage in a copywriter? 


Who is the copywriter’s chief competitor? 


Are literary qualifications necessary in a copywriter? 


Where does a good advertisement start? 
With the copywriter or the art director? 


Do women make good copywriters? 


oo Does copywriting provide a short-cut to a high salary? 


*. 


Mather <& Crowther Limited give you their answers on page 71 TURN OVER 
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If you require a new 
creative approach to 
your Sales Promotion 
maierial—the 
Asiral Aris Group 

_ offer a complete service 
for the design and 


3 of Sales Literature, 


S  Pomnt-ot-Sele and 
Dealer Displays. 
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Copytaster finds a gift 
scheme that backfired 


Exclusive 10/6 Italian Basket 


This advertisement | 


caused a severe up- 
set in Copytaster's 
household . . . and 
it was a great pity 
because he _ thinks 
that, of its kind, it 
has been well 
organised. 


did not understand, and in fact 
broke most of the rules so closely 
observed by other manufacturers 
who would go dancing down the 
streets if they could reach even 
five per cent of Player’s sales. 
He seemed to think that 
Player's had reached their unas- 
sailable position in spite of their 
advertising, just because they 


| made a more pleasing cigarette. 


How did he know? 
What made him think it was so 


_ | much more pleasing? 


Perhaps he had been reading 
the advertisements. 


Unpleasant revelation 
About two months ago a mem- 


| ber of my household came home 
| with a plastic shopping basket 
| and was apparently very pleased 
| with it; I think she bought it for 


about 7s. Almost immediately 
afterwards she saw the Horni- 


| man’s Tea advertisement. offering 
| the identical product for 5s. 9d. 


plus two packet-tops, and to say 
that she was displeased would be 
the understatement of the month. 
She was furious with the shop- 
keeper for charging her 7s. 
for something she would have got 
cheaper, and furious with Horni- 
man’s both for calling it a 10s. 6d. 
basket and for saying “Exclusive 
to Horniman’'s. Not available in 
the shops.” 

Obviously somebody had blun- 
dered—particularly the somebody 
who called it an “exclusive 
10s. 6d. Italian basket’ when it 
was not exclusive and not 
10s. 6d. Whether it was of 
Italian manufacture or merely 
designed in Italy is neither here 
nor there. 

It was a most unfortunate 
affair and the people I am most 
sorry for are the manufacturers 


way 


VORNIMANS SPECIAL SUMMER OFFER - 
daly 2 Wermimans BISTINGTIVE Tea carton tops seeded | 


who sold the baskets to the shops 
for retail at about 7s. and then 
found the ground (and the price) 
cut from under their feet by this 
gift offer. 

The whole thing seems rather 
a pity because the advertisement 
itself is so very good of its kind. 
The photograph with its contrast 
of bright light and heavy 
shadows and the “sun-blind” 
trimming at the top seem to 
suggest the bright sunshine of the 
south, and both the blockmaker 
and the printing machines have 
done it proud. 

The copy is factual but with- 
out loss of enthusiasm and the 
instructions are clear, although 
I wonder how the copywriter had 
the nerve to write “Usual price 
10s. 6d.”’ immediately below the 
words “Exclusive to Horniman'’s; 
not available in the shops,” for 
the two expressions are mutually 
exclusive. If a thing is not for 
sale in the shops how can it have 
a “usual price.” 

This is the kind of thing that 
makes people mutter under 
their breath “Good God!” 
when they hear that somebody 
they used to respect is in the 
advertising business. 
Admittedly not many people 

read advertisements carefully 
enough to notice these things. 
But even a few are far too many. 

All of a sudden the makers of 
stays have discovered copy! 

In a recent issue of a women’s 
magazine both Berlei and Gos- 
sard decided to tell all—and tell 
it at considerable length. In my 
next review I hope to discuss 
these and in the meanwhile it 
would be a good idea to look out 
for them, for their type is far too 
small to be read easily when it is 
reduced for reproduction here. 
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Weekend Reveille 
offers special advantages 


The powerful, miass-selling Weekend 
Reveille has the highest proportion of 
Housewife Readers with children under 
sixteen of any daily, Sunday or competi- 
tive weekly newspaper published in this 
country. 

More than half of Weekend Reveille’s 
6,560,000 readers are in this special 
group. They are people with many 


years of buying ahead of them . . . people 
who mean business for you today, to- 
morrow and for years to come. 


If you are launching, sustaining or 
mounting a sales campaign directed at 
families, then Weekend Reveille’s vast 
Friday-to-Tuesday readership, with its 
so obvious, solid purchasing power, is 
a fine investment! 


R. Grant Davidson, Advertisement Manager, Holborn 4321. 


Weekend 
Reweitiie 
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e NEWS FROM OVERSEAS 


New opportunities are opening 
for UK exports in the Far East and 
a SPECIAL CORRESPONDENT reports an 


Increase in UK trade 
volume with China 


XPORTS from Britain to 
China increased by a 
further 10 per cent during the 
first six months of this year and 
reached the value of £4.7 
million (as against £4.2 million 
and £2.9 million during the 
corresponding period of 1955 
and 1954 respectively). 

While from the standpoint of 
total British exports China still 
represents an insignificant outlet 
for British goods, this market is 
of great importance for the 
british wool industry. During 
the first half of 1956, British 
exports of wool and other animal 
hair and tops reached the value 
of £3.6 million (as against £1.3 
million and £2.6 million during 
the corresponding period of 1954 
and 1955 respectively), and 
amounted to approximately 
10 per cent of such United 
Kingdom total exports. 

So far, this year, China has 
been the largest single market for 


British wool tops, and has taken 
nearly 20 per cent of them. 


New orders received 


Recently, Chinese authorities 
have placed orders with British 
firms for a small number of 
tractors, instruments, galvanised 
steel sheets and products of the 
chemical industry, including 
copper sulphate. In connection 
with the economic development 
of the country, there is a growing 
demand for capital goods, raw 
materials and semi-manufactured 
goods 


At present, approximately 80 
per cent of China's overall 
foreign trade is conducted with 
Communist countries. 


Competition among Western 
countries for the Chinese 
market is growing. West Ger- 
“many’s exports to China are 
already larger than those of 
Britain, and delega- 


tions from various European 

countries, including Austria 

and Belgium, have recently 
visited Peking. 

From the long-term point of 
view it is important that British 
products should be introduced to 
the Chinese market—even if they 
are on a basis of trial orders. 
There is scope for exports of 
goods which are either com- 
pletely free or partly free to be 
exported to China. 


Export drive of 
US pen company 


A DOUBLING of exports 
within the next five years 
is the aizn of the Sheaffer Pen 
Company. This programme 
has been announced by Craig 
R. Sheaffer, chairman of the 
company. 

“Despite dollar shortages and 
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growing competition from foreign 
pen makers, the export market 
for American pens can be ex- 
panded,” he said, adding that 
“there is plenty of room for sales 
improvement in foreign countries 
and the application abroad of 
merchandising techniques that 
have moved Sheaffer's to sales 
leadership in the domestic market, 
should enable us to gain a much 
greater share of foreign business.” 
This new foreign sales pro- 
gramme includes stronger adver- 
tising and sales campaigns, con- 
sideration of expansion of manu- 
facturing facilities in foreign 
countries, increased emphasis on 
point-of-sale promotion and more 
intensive sales training. 


Ad role of pack 


THE PACKAGE is of itself an 
important advertising medium, 
and should be regarded as part 

@ Continued on page 28 


A giant fountain 
pen has been set 
up on the delivery 
van owned by the 
Borneo Co., Ltd.— 
the Sheaffer Pen 
Company's Singa- 
pore distributor. 
T he company 
hopes to double 
its exports from 
the United States 
within five years. 


AUTOTYPE? Of course! 


Thought so, they are absolutely first class for small blow-ups as well. 


The illustration shows one of many Autotype photo-murals made 
for Kardomah Ltd., the coffee house people. This one is at Cannon 


Street, London. It is 20’ long. A lovely job ; 


performance. 


typical of Autotype’s 


It’s worth looking at, so are those monsters lining 


the walls of the Exeter Room, Strand Palace Hotel, London. They 
are Autotype’s handiwork too. 


Autotype is the respected name for quality photo enlargements for 
the advertising, exhibition, display and decorative fields—bromides, 
transparencies, murals in black and white or colour, in all sizes, for 
all purposes. Autotype service is second to none—ask for a price 


list and send a trial order. 


We should never let you down. 


MOST of the really good enlargements are made by Autotype. 
THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST EALING, W.13. 
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* NEW PRINTING 


* IMPORTANT TO 


HEADLIN 
IN PICTURES! 


NEWS “3 - 
FLASH! 3a 


SCHEDULE 


enables PICTURE POST to 
offer full reporting of LATER 
news than any other magazine 
can provide. 


ADVERTISERS! 


In special cases, a SHORTER 
COPY DATE can be made 
available to advertisers to 
whom it is of real benefit. 


NOEL HOLLAND, 
ADVERTISEMENT MANAGER, 
PICTURE POST Fieet Street S011 
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new cinema research measures 
the huge spending power of a thriving age 
group...the 16-24s 


. HERE ARE, IN BRITAIN, five and a half million young people aged 
16-24. They form about 1/9th of the entire population—but their im- 
portance to manufacturers has increased out of all proportion to their 
numbers. For these are the people with money to spend! What do we 
know about these “wealthy” young people ? We know that 9 out of 10 
of the men and 2 out of 3 of the women in the 16-24 age group are em- 
ployed. Their average wage is about £5-10-0 a week. And remember 
that for many of the young people with few responsibilities, a big pro- 
portion of their wage is casual spending money. 1} million people aged 
16-24 are married. More than } million are women. Many work after 
marriage—another source of spending-money. In fact, we know quite a 
bit about this important age group. But we, in the cinema business, wanted 
to know more . . . for over 95°/, of these young people go to the pictures ! 
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the young people’s market 


A stratified national sample of 3 thousand people were questioned on 
their buying habits with relation to such things as nylons, lipstick, 
bicycles, records, etc. The cinema audience as a whole (21,806,692 
strong, on average, each week) showed an extremely high rate of expendi- 
ture on the selected group of commodities compared with the national 
average. But (see chart) results for the 16-24 age group—the most 
enthusiastic cinemagoers—were even more impressive! 


The chart opposite clearly shows the convincing results of Dr. Mark Abram’ s 
investigations. For full details of this very topical report, write to 
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the screen is the young 


No other medium can offer such a complete coverage 
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have money to spend 


You know where to find them 


We've said it before and we’ll say it again—the cinema screen is the supreme adver- 
tising medium for reaching the younger age group. As many as 77% of the 16-24 
age group go to the pictures at least once a fortnight. And 68°, go at least once a 
week. The screen is a big medium, with all the impact of colour, movement and 
sound . . . all the vitality of youth itself! 


AVERAGE EXPENDITURES PER HEAD 


16-24 age group regular cinemagoer’s expenditure compared with total national average. 


] 16 24 Regular Cinems Goer: 


SCREEN ADVERTISING LTD 


33 DOVER STREET: LONDON W.T - MAYFAIR 7494 


people’s shop window 


of this age group at such a low cost per thousand. 
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Sales 
Director: 


} 
Can't get over | 
fell the replies | 


Sthat Direct Mail 


E scheme pulled in. 
The sales graph has fairly shot up.” 


Advertising 
Manager : 


‘‘ That’s grand. May I suggest you write 


to Simmonds and 


congratulate them? 


—— 


They've certainly = . 
o*' . a é be . 

proved their —__—_— . P| 

point about 


the way 


Direct Mail pulls! 7 


STAL PUBLICITY LIMITED | 


82-64 PECKHAM RYE, LONDON, S.E.15. Telephone » New Cross 0331/3 | 
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OME on in” .. . the suds are fine! Don Hardin, IJr., of Peoria, 


Comte States, enjoys splashing about in a tank of beer (and 


water) through the courtesy of the Pabst Brewing Company. Mr. 
Hardin, a lifeguard and one of five people asked by the “Peoria 


| Journal,” “What would you like best to do on a hot day?” replied 


he would like to swim in a tank of beer. Pabst immediately made 
plans to “cool him off” in just that way. Le Tourneau-Westinghouse, 
another Peoria manufacturer, supplied one of its biggest pieces of 
earth moying equipment and Pabst supplied the beer—some of the 
first “Eastside Old Tap” lager to be brewed in its local plant. When 
Mr. Hardin jumped in, the tank contained eight barrels of beer and 
the balance water. The huge mobile swimming pool, gaily decorated 
with bathing beauties, was later used in a parade introducing Pabst's 
“Old Tap” lager to the local market. Included in the caravan were 
an antique truck, carrying the first cases of the product “Old Tap” 
lager, and a 1910 car. 


ROLE OF PACK-—cona 


of the advertising-marketing 
team, said a folding carton 
industry spokesman at the recent 
annual meeting of the Packaging 


{Showing the way 


Institute of the United States. wh gy 
The speaker, Rex Paxton, of x ree © 4 

the Sutherland Paper Co., said rk. 

the costly labour of research, — Te 

engineering and ee heey 

that precedes the sale are waste a 

if the package does not finish the AS “eS 

selling job at the point of pur- Pani oe, omg! 

chase. “Effectiveness of adver- ~e 


tising depends on the package at 
the point of sale. As in football, 
it is the last three feet that count 
above all else—the ball must be 
carried across the line. Once the 
buyer steps past the package, the 
point of purchase has become 
instead ‘the point of no return’.” 

American prosperity of today, 
he added, was based on wants, 
rather than needs — and the 
package had the power to make 
people want things even before 
they need them. 


In 10 more years, he pre- 
dicted, 66 per cent of all retail 
sales would be made through 
self-service and motivated by 
packaging and advertising, 
rather than by personal selling. 
And 50 per cent increases in 
production and sales would be 
needed to minister to the needs 


and wants of a growing popula- 
tion. 


iN 


When 


of 
foreign countries arrived at Fort 
Madison, lowa, for the Sheaffer 
Pen Company's export conven- 
tion, they were greeted by this 
signpost which showed the dis- 
tances to their native lands. 


representatives 50 


Food and packaging 
show for Germany 


THe Boarp of Trade have sug- 
gested that the Anuga Food and 
Packaging Exhibition to be held 


This stepped-up cycle of pro- jn Cologne, September 28- 
duction and marketing, concluded October 6 next year, should 
Mr. Paxton, would be the greatest provide an effective way of 


challenge yet for advertising and 
packaging to function together as 
an effective sales team. The 
package was “the golden key to 
mass distribution.” 


publicising the products of British 
firms in the food industry. The 
event is held every two years and 


in 1955 the visitors totalled more 
than 282,000 from 45 countries. 
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THE FACTORY BEHIND THE DISPLAY 


HE ACME factory with its new wing 
= is Europe’s largest plant producing 
point-of-sale material of all types, and 
occupies an area of 2} acres with an 
additional 14 acres of land for further 
development. Acme production, 
backed by a team of 50 designers, : 
brings a complete service to adverti- POINT OF SALE UNIT 
sers. Top quality showcards, displays for J. LYONS & CO. LTD. 
and signs at competitive prices are 
the keynote of this service. 


ACME ° 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works - Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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PACKAGING AND POINT-OF-SALE DISPLAY 


The appearance of the butcher’s shop is 


changing all the time and Our Packaging 


Correspondent reports new developments in— 


Presenting the meat 


the modern way 


HINGS are happening fast 

in the sphere of meat pack- 
aging. This has been mentioned 
before in these articles, but we are 
going through such an interest- 
ing and important phase in the 
marketing of meat that further 
space must be given to it. In this 
instance there are two develop- 
ments to report. 

To begin with, W. B. Wright 
(Provisions) Ltd., of Kettering, 
have launched a range of pre- 
packaged quick-frozen meat and 
introduced to the trade a new 
way of selling top-quality meat. 
All cuts are. presented in 
aluminium-foil or fibre trays 
overwrapped with “Cellophane” 
cellulose film. 

A demand has arisen, princi- 
pally from large butchers and 
self-service stores, for meat which 
is already prepared and pre- 
packaged. By supplying pre- 
packaged meat, quick-frozen and 
distributed in ordinary non- 


refrigerated vans, Wright's 
allow the retailer to build up 
stocks and thus ensure uniformity 
of price and supply in his shop. 
Wherever trial packs have 
been sold, they have been im- 
mediately popular with the 
shopper, but the success of this 
venture has been based to a 
large extent on tests which 
Wright’s have been making for 
some years. These have in- 
cluded experiments conducted 
in collaboration with the re- 
search scientists of British 
Cellophane Ltd. on the prob- 
a of packaging quick-frozen 


Secondly, Drings Ltd., the 
Wembley food manufacturers, 
have put on the market a new 
1 Ib. pack of skinless pork 
sausages in an aluminium foil 
tray. 

This container has been made 
by Prestige Group Ltd. from 
foil supplied by Venesta Ltd, and 


ABOVE: A. selec- 
tion of items in the 
quick-frozen meat 
range produced by 
W. Wright 
(Provisions) Ltd., 
of Kettering. All 
the cuts are re- 
tailed on _ trays 
(aluminium-foil or 
fibre) and  over- 
wrapped with 
“Cellophane” 
cellulose film. 
BELow: 1 Ib. 
packages of saus- 
ages from Drings 
Ltd., of Wembley, 
are being retailed 
in foil containers. 


has a_ beaded rim, rounded 
corners, and is dished or ribbed 
on the base to give added 
strength. When filled with 
sausages, the complete pack is 
covered by a transparent over- 
wrap. 

By adopting this type of tray, 
Drings Ltd. have obtained im- 
portant sales advantages. 

At once the tray provides con- 
siderable sales appeal—an im- 
portant factor in modern self- 
service stores and supermarkets, 
where visual impact is vital. At 
the same time the rigidity the foil 
gives to the pack improves hand- 
ling qualities ard protects the 
contents from damage. 


Useful in cooking 


In addition, the tray helps to 
maintain the product at an even 
temperature. It forms a handy 
container for keeping sausages in 
a refrigerator, and it can also be 
used for frying over a spirit stove 
for camping, picnics, etc. 

An executive of Drings Ltd. 
has remarked that “this new 
pack soon proved its potential 
sales value. Again, it provides 
the high standard of hygiene upon 
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More than 7,000 choice packages 
were received by the Folding 
Paper Box Association of 
America when they staged their 
1956 competition. Seen here, 
among a pile of the entries, is 
Marie Gill, “Miss Folding Box, 
1956.” Next month entries will 
be received by the organisers of 
this years British Paper Box 
Design Contest. 


which we insist for all our pro- 
ducts during manufacture and 
when packed.” 

The decision to adopt foil trays 
on a wide scale was made only 
after their sales appeal had been 
ascertained by tests through 
selected outlets. 

* - * 

PACKAGES FOR the Christmas 
tradé are now coming in with a 
rush—but those this year from 
W. & A. Gilbey Ltd. will be on 
sale not only at the festive 
season but throughout the year. 

Earlier gift packs from this 
firm have highlighted the minia- 
ture and half-bottle. Market re- 
search has indicated, however, 
that there is a real demand. from 
both customer and retailer, for 

@ Continued on page 32 


These Christmas packs of W. & A. Gilbey Ltd. products will be 


available all the year round for gift purposes. W. M. d 


e Majo is 


Gilbey’s consultant designer. 
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“I just had to buy it” said Aggie 


“It looked so nice—the way they showed it in the shop” 


Aggie went shopping knowing exactly what she wanted, but she bought 
something extra for supper because, she told her husband, it looked so nice in the display. 


_ Like every housewife, Aggie can be enticed and lured by advertising—in 


the press, on the screen, and on billboards. But persuasive though they are, when she 
makes out her shopping list she works to a budget. To make her add to that 


budget at the point of spending is to change her buying habits. Only hard 
selling, well designed Point-of-Sales material can do this. 


Come to Designed Products Ltd. for Mobiles, Dispensers, Counter Units, 
Cartons, Showcards, etc., because 


DESIGNED PRODUCTS MEANS BUSINESS 


DESIGNED PRODUCTS LIMITED Sap FLOOR METROPOLITAN BUILDINGS 
63 QUEEN VICTORIA STREET LONDON EC4 


Telephone: CITY 4762-3 
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Christmas packages begin 


to pour into the shops 


packs holding a quart bottle. 
American wine and spirit firms 
have spent a good deal of money 
on similar projects, but Gilbey’s 
and their consultant designer, 
W. M. de Majo, have been work- 
ing along different lines to pro- 
duce, with existing plant, a totally 
new form of wrapping. 

The novel feature of the pre- 
sent pack—styled the “Gift- 
wrap”—is that the coloured 
designs are printed straight on 
to the card, which is then 


folded in such a way as to 
give the same effect as a plain 
card wrapped round with gaily 
coloured outer wrapping paper. 


A dispenser and two refills are 
within. 


Once the bottle is packed the 
closure is secured by gold ribbon 
tape and a gift label, and pro- 
tected by a brown paper sleeve 
with a strong carry-home handle. 

* * * 


THERE 1S the usual highly effi- 
cient and gaily cohoured mass of 
packages from Colgate-Palmolive 
Ltd. Fir trees amid snow, Father 
Christmases with large sacks, 
lighted candles, and all the rest 
of the season’s symbols of gaiety 
abound across their surfaces. For 
the first time Cadum toilet soap 
appears in a Christmas dress and 
the “Palmolive for men” items 
have been boxed in gold foil to 
convey an impression of elegance. 

* * * 


THe success of “Pez” sweets 
has shown that the one-at-a-time 
dispenser idea already used for 
razor-blades and many other 
items, also has an application in 
the confectionery field. It has 
also shown how transparent 
packaging (in this case a bag of 
“Cellophane” cellulose film) can 
put over a novel idea at the 
point-of-sale. 

These tiny “refresher”-type tab- 
lets are sold in foil and paper 
packs of 14. Each pack is a com- 
plete refill for a_ light-weight 
easy-to-charge plastics dispenser 
—the “Pez-Box”—which looks 


ARTISTS 
PRESENTS 


JOHN COLE 


Jenners of Edinburgh 


INTERNATIONAL 


AT STUDIO FIVE 


Reproduced by courtesy of 


A collection of this 
year's Christmas 
packages from Col- 
gate-Palmolive Ltd. 
Traditional designs 
are used along with 
gold foil, in some 
instances, to give 
the impression of 
elegance. 
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like a tall, thin cigarette-lighter. 
This one-hand dispenser contains 
a sprung platform which pushes 
the tablets upwards. The sweets 
are dispensed by depressing a 
thumb-catch on the lid. This 
action opens the lid and at the 
same time pushes a cam against 
the topmost sweet and ejects it. 
The lid spring-closes when the 
thumb is removed. 

The problem of point-of-sale 
presentation of “Pez” was com- 
plex. The public had to be 


familiarised with the novel con- 
tainer which, obviously, must also 
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be sold together with refills and 
instructions about the method of 
filling. A transparent bag of 
“Cellophane” solved this problem, 
for it not only serves to collate 
the dispenser, two packs of refills 
and an instructional leaflet, but 
also reveals and exploits the 
novelty and attractive colour of 
the “Pez-Box,” gives hygienic 
protection against dirt and hand- 
ling, and confers that extra 
sparkle which is of high import- 
ance in these days of crowded 
shelves and highly campetitive 
products. 
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ADVERTISER'S WEEKLY 


HOW TO CHANGE 
A WOMAN’S MIND 
OVER 2,000,000 
TIMES 


Among its five million readers, The Reader’s 
Digest has well over two million women— 
with the susceptibility, the shrewdness, and 
the passion for shopping that make them such 
attractive customers. 

Why, essentially, do the people who enjoy 
this magazine each month provide such a pro- 
ductive market for your advertising message? 
One reason is that they are comfortably above 
the average in income—for instance, over a 
million of our readers own their own houses, 
and nearly a million have motor-cars, 

But more important still is our readers’ 
character. The Reader's Digest deliberately 
sets out to please people with inquiring minds, 
interested in many things, receptive to new 
ideas. Its phenomenal suecess—over a million 
sale in Britain, a world sale of over eighteen 
millions—is the measure of the opportunity it 
offers to the advertiser who has something to 
say. Its readers really read it—pick up each 
issue many times as they browse through its 
articles. There is ample evidence that they 
read the advertisements, too. And they are 
exactly the kind of people, better informed 
than most, whose example is apt to influence 
their friends. 

It is because of the character of its readers 
and their pleasure in reading it that The 
Reader's Digest is one of the great advertising 
media of Britain. 


OVERSEAS International editions, 27 of 
them, cover key export markets. The British ex- 
porter can book space in London and, usually, 
pay in sterling. 


ug | Coe ey ace oa a. =. ee >. an = 
SEPTEMBER 28, 1956 33 ee 
; ze aR aa = — a " Soe 
an OE _ hye, , ’ a 
== < ¥ 2 Bs 4 ) : as & ~ >t _ a, 
£ . E a “ oy 2 i is T 
es i a "4 xX rs 4 ae, “= , 5 
eit Fie can a. / pate Oe, a ~~ Lt. “Ta 
i W is @ a 7 oe - a, ines : “ ee { 
inci nes . eet fF Pee e “< 4 4 { 
a, 2 a 7 
a | 
|e aa Le BS _ * i- i 
ll i * 2 y haa Fd is o> ee be: , = 
_ * , y ‘% » oe oP fe 4 ee | . 
a * he = aS =. ‘ a Pa, ae. * 
: = oo a at a ss, 7 of e : 
ee " a ma re 7 a) a si - ep 3 4 4 a. c. ‘ 
 «) te ; | 
| Se , x rn 2.3 % fe P " a i 
sie “i Y 7 7” oe8 i _" : 
— gt ee Se ae 
a a am "7 % : %, oy ; ; ‘ # : ~~ i % ’ : 3 Ae - 3 h 
oe te we ork ‘a : r 4 = a Es i es < f 
a basta) ad ts ; bo pay i = oe a ~ e. Tt "i ) 
5 : = . ; x ae ‘gs 4 we 3 ; “" pf ale: ; 7 i 7 a -. : 
ad RE BO Regge 5 a 
4 ~ 3 : a Pon : ce 7 aa aaa #7 7 
ie oe iy a et ll + an 
: 3 i o£ £ é i/ , = ‘ ; 
adi > es eee = > y a . 
. rae "4 pe < age ‘ “¢ — : a . 
4 = -— , a : “a P % 
Ph. pion ’} = , 4 ¥ ; aciie * 
| a = aa sce Bh init a“ ; mam: 
ee : Yo Me ewe, | 7 
et ho a bad . 
; fer ie eS on 
i 7 B; 
| NO WONDER IT’S CALLED 
= . & . i 
~The Reader’s Digest 
| he e headers St. 
A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 


ADVERTISER'S WEEKLY 


GUCcH is the spate of exhibi- 
tions during September and 
October that I have had trouble 
in keeping abreast of them all. 
Perhaps the time has come for 
some re-thinking by organisers 
as to the most propitious dates. 

I know that all can point this 
summer to growing attendance 
figures—but how much of this is 
due to the crowd seeking refuge 
from the appalling weather? I 
looked in on Peter Collins, press 
officer for the Model Engineer 
Exhibition and commiserated with 
him on having a press day at 
the same time as that held for the 
Radio Show. If it had uot been 
for his superhuman efforts and 
the fact that the subject of the 
exhibition loaned itself to pub- 
licity, | wonder whether the BBC 
newsreels, and dailies would have 
bothered. 

The exhibitions of the recent 
past have been of a high stan- 
dard indeed, and one thing a visit 
to Hulton’s Boys’ and Girls’ 
Exhibition convinced me of is 
that this is an exhibition here to 
stay. Emmett-like imagination 
had been used by the milk people 
to put over their product. Who 
could resist a bottle of the stuff 
straight from the test tubes of 


Martian scientists? Children 
loved this exhibition and at the 
sensible admission price of 


ls. 6d. they swarmed in. Per- 
haps Hultons will get better sup- 
port from toy manufacturers and 
like exhibitors at the next one. 


Exhibits worth millions 


Exhibitions organised by the 
National Trade Press have 
features of a different kind to 
make the imagination boggle. 
Some £9 million of watches and 
clocks, precious jewels, costume 
jewellery and fashion accessories, 
cutlery and flatware, fancy goods 
and small wares were exhibited 
at the 2nd International Watch 
and Jewellery Trade Fair held at 
the Royal Albert Hall. No 
wonder the exhibition manager 
had recourse to prayer as well as 
the police for security. 

Another National Trade Press 
venture also to be at the Albert 
Hall is the sixth National Fabric 
Fair which opens on Monday, 
October 1. It promises to be one 
of the most significant events 
in the international fashion 
calendar. 

Almost every leading British 
fabric manufacturer is support- 
ing this five-day event, which 
has as its aim the establishing 
of London as the hub of the 
fashion world. 

The fair will show ample evi- 
dence of boldness in design, 
ingenuity in yarn development, 
imagination in fabric construc- 
tion—the weapons which Britain 
is using to fight off increasing 
competition in her traditional 
markets. Months of patient 
laboratory and market research 
have resulted in fabric ranges for 
the spring and summer of 1957 
that are moderately priced and 
have a high fashion appeal. © 


Some 5,000 exhibits at the 
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THE EXHIBITION WORLD 


Overwhelmed by the past month 
our EXHIBITIONS CORRESPONDENT 


reports 


High standard shows — but 


the calendar is too full 


The radio controlled boats on Lyons & Co. Ltd.'s stand at the Boys’ 
and Girls’ Exhibition, Olympia, proved to be one of the most popular 
attractions this year. Children were able to race model launches and 
radio signals were transmitted from the full-size steering wheels in 


the cockpit to the boats. 


Prizes were awarded for the first home over 


a buoyed course marked out in the huge tank. 


Albert Hall will supply ample 
evidence of the strides made in 
recent months to improve dyeing, 
printing and finishing processes. 
Almost any combination of 
colours can now be reproduced 
faithfully, yet fast to light and 
washing. 


The Fabric Fair will also reflect 
remarkable progress in the com- 
bination of natural and man- 
made fibres. The purely glamour 
appeal of nylon, “Terylene” and 
other synthetics has given way to 
a better public understanding of 
the qualities of individual man- 
made fibres, and this in turn has 
encouraged manufacturers to in- 
clude new and improved fabric 
constructions in their 1957 ranges. 


The highlight of the fair will 
be the parade of garments styled 
by members of the Incorporated 
Society of London Fashion De- 
signers and leading British whole- 
sale houses. Every ensemble in 
the Fashion Parade will be de- 
signed to emphasise the best 
qualities of the fabrics used. 


Show for nurses 


The 41st annual Professional 
Nurses and Midwives Conference 
and Exhibition—organised by the 
Nursing Mirror—will be held 
from October 15-19 inclusive at 
the Seymour Hall, London, W.1. 
The conference consists of a daily 


programme of lectures by 
eminent specialists, and technical 
films of medical and nursing 
interest will also be shown. 


The exhibition will show the 
latest advances in drugs, pharma- 
ceuticals, foods, hospital and 
allied equipment, and a special 
display will feature “The Pioneer 
Field of Mental Nursing.” 

The exhibition and conference 
are open only to members of the 
medical, nursing and midwifery 
professions (including students) 
and auxiliaries, but not to the 
general public. 


More adverse criticism 


Following criticism of the 
design of Britain’s pavilion at 
the Damascus trade fair comes 
adverse comment of the United 
Kingdom pavilion at the Feira 
Popular of Oporto, Portugal, 
where this country exhibited 
this year for the first time. I 
understand that few of the pro- 
ducts were shown in such a way 
as to catch the eye of the 
ordinary visitor to the event. 
This was particularly evident 
when compared with the well- 
presented wares of other coun- 
tries. In defence of the British 
pavilion it may be said that it 
received no subsidy, all ex- 
penses being borne 
exhibitors. 


Forthcoming Home 
Events (to Oct. 26) 


Sept. 26-Oct. 6, Guildford New 
Homes and Trades Exhibition, 
By-Pass, Guildford; Sept. 26- 
Oct. 6, Huddersfield Ideal Homes 
Exhibition, Drill Hall, Hudders- 
field; Sept. 26-Oct. 20, “Birm- 
ingham Mail” Midlands Ideal 
Home Exhibition, Bingley Hall. 
Birmingham; Sept. 27-Oct. 6, 
Preston Chamber of Trades 
Exhibition, Public Hall, Preston ; 
Sept. 29-Oct. 13, Inverness Ideal 
Homes and Trades Exhibition. 
Northern Meeting Rooms, Inver- 
ness ; Oct. 1-5, Shoe and Leather 
Fair, Olympia, London ; Oct. 1-5, 
National Fabric Fair, Royal 
Albert Hall. London; Oct. 1-5, 
“Fashion in Footwear’ 1956, 
Washington Hotel, London; 
Oct. 2-10, Fuel Efficiency Exhibi- 
tion, Olympia, London; Oct. 3- 
13, Torquay Ideal Home Exhibi- 
tion, Town and Electric Halls, 
Torquay ; Oct. 3-13, “Sheffield 
Telegraph and Star” Homes and 
Trades Exhibition, Edmund Road 
Drill Hall, Sheffield; Oct. 3-20, 
Modern Homes Exhibition, 
Kelvin Hall, Glasgow; Oct. 
10-12, Engineering Industries 
Association, London Regional 
Display, New Horticultural Hall, 
London; Oct. 10-20, Halifax 
Ideal Homes Exhibition, Drill 
Hall, Halifax ; Oct. 10-20, Bolton 
Happy Homes Exhibition, Artil- 
lery Drill Hall, Bolton ; Oct. 10- 
20, Rotherham Ideal Home 
Exhibition, Town Hall Assembly 
Rooms, Rotherham; Oct. 15-19, 
London Nursing Exhibition, 
Seymour Hall, London ; Oct. 16- 
27, Building Trades Exhibition, 
City Hall, Manchester; Oct. 17- 
27, International Motor Exhibi- 
tion, Earls Court, London; Oct. 
17-27, Int. Knitting Machinery 
and Accessories Exhibition, 
Granby Halls, Leicester ; Oct. 23- 
26, Dairy Show, Olympia, 
London; Oct. 24-26, Nat. Hous- 
ing and Town Planning Council 
Exhibition and Conference, Corn 
Exchange, Brighton. 


Last minute demands on space 


in the United Kingdom pavilion 
were considerably greater than 


@ Continued on page 36 
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where does your 


“ag NO cst aa 


commercial 


end? 


At the point-of-sale where people need a final 
reminder of your product! Every retail shop 


Advertising Managers in Great Britain is covered by the CDO 
window dressing service and national adver- 


please write for our brochure © tisers are offered the unique facilities of this 


organisation for the production, delivery and 
or telephone us SHE 1281 e “ lid 
personal installation of displays which will com- 


plete the final link with your T.V. commercials 


CITY DISPLAY ORGANISATION 
EXHIBITION WORKS - 30 UXBRIDGE ROAD - LONDON W12 
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WHAT AGENTS WANT TO KNOW 


How many 
Chemists ? 


There are 771 chemists in 
Middlesex—36 per cent of 
them in the area covered by 
the Middlesex County Press 
roup. Our newspapers, in 
act, serve more than a 
third of the entire county 
population. 


Astute advertisers can reach 
this market too, at the very 
low rate of 57/6 per s.c. inch. 
Best and cheapest medium— 
have you tried it? 
"NET WEEKLY 
161,685 
SALES (ABC) 


per 57/6 s.c. in. 


Middlesex 
County 
Press 


HIGH STREET, UXBRIDGE 
Phone : UXBRIDGE 8383 


Sports 
Liblications 


for your 
Schedules 


ANGLING | 
TIMES 


ABC JAN-JUNE °56 


96,633 


weekly 


— TIMES is an outstanding 
apeal"’ medium, with a 
NATIONAL Circulation. 


Advt. Rate 26 - per s.c.i. 
(discounts for series.) 


TROUT & 


36 
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Exhibition booth design— 
have standards slumped? 


Action (with a capital “A”) and plenty of it was powerfully brought 
into the design of the large-scale illustrations that could be seen at 


the recent Hulton’s Boys’ and Girls’ 


the available accommodation, 
and it is confidently predicted 
that British participation next 
year may be doubled or trebled. 
The British products shown in- 
cluded diesel engines, motor- 
cycles, domestic appliances, 
whisky, gin, paints and varnishes, 
abrasives, tyres, sports equip- 
ment, office and accounting 
machines, pumps, electric motors 
and switchgear. Near the 


Exhibition. 


Exhibition designers have 
been more in sympathy with 
the stand than with the pro- 
duct it is supposed to show. 
Over-elaborate symbolism has 
been used instead of punching 
the product home with simple 
design. If people recognise an 
exhibition stunt, then it's been 
no really effective stunt at all— 
for the stunt, not the product 
has made the impact.” 


‘The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 
It is the only Newspaper 
printed and _ published in 
DUMFRIES. 
Ask for Specimen Copy, Rate 
Card, and Map showing where 
the “Standard” circulates. 
ABC Weekly Circulation 
35,539 


HEAD OFFICE: 


133 High Street, Dumfries. 
Telephone 19. 


BRANCH OFFICE: 


Castle Street, Kirkcudbright. 
Telephone 145. 


LONDON OFFICE: 
E. Greenwood, Ltd., 


Strand, W.C. 
Telepione, City 5906-8. 


pavilion a single British pas- 
senger car was independently on 
show, and there was an all- 
British stand displaying mechani- 
cal excavators. 


SALMON edison 


First ABC Certificate 
Jan-June 1956 


11,205 


Monthly 


THERE WERE Over 1,300 exhibi- 
tors, half of them from overseas, 
at the 11th International Fair held 
at Ghent this year. Great Britain 
was well represented with nearly 
100 concerns, including many 
prominent furniture and radio 
manyfacturers. Exhibiting were 
the Cintique-Chair Company, 
Gomme of High Wycombe, 
Harris Lebus, Heal and Son, S. 
Hille and Co., Kandya Ltd., Pye 
Ltd., Cambridge, and the Stag 


@ Continued on page 38 


Decline in design 


The 26-year-old designer with 
THM Partners, Ronald James 
Smith, made the most provoca- 
tive statement of the month— 

but one I incline to agree with: 
be. TOP CLASS MEDIUM in the angling “Since 1951 there has been a 
aaa So, Ee ger pae. slump in exhibition design and 


presentation. There has been 
nothing progressive or exciting. 


Av. net sale 


46,100 


Every Saturday 
in Footbal! Season 


—— 


Circulates in Northamptonshire and 
Soke of Peterborough. 


Advt. Rate !2 6 per s.c.i. 


Further information from 
JOHN NUTTALL 
Group Advertisement Controller 


EAST MIDLAND 
ALLIED PRESS 


8, BREAMS BUILDINGS 
FETTER LANE, E.C.4. 
CHAncery 2555 


231-2 

Part of the Marley stand at the International Handicraft, Homecrajt 

and Hobbies Exhibition, held at Olympia, showed a new plastic 
covering—“Marlevfilm.” 
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DRAW THE CROWD 


That draws bigger crowds 


wth THE BROOK Movement attracts attention. . . curiosity is heightened . . 
CONTINUOUS FILM a crowd forms, attracting still bigger crowds. That’s how 
PROJECTOR the Brook Continuous Film Projector works for you. 
@ A brilliant picture . . . high It’s the ‘perfect salesman’, telling your story faultlessly, 


e Sr in” or will staad and working—all day long if you like—to make people 


on its own. stop, look, listen and remember. 

@ No operator required — auto- : : 
matic repeat, or push-button | AVAILABLE FOR HIRE OR FOR SALE 
control. 


| For full particulars write or phone: 


SOUND-SERVICES LIMITED (An Associate of The Film Producers Guild Ltd) 


269 KINGSTON ROAD + MERTON PARK + LONDON S.W.19 * TELEPHONE: LiBerty 4291 


be a atin Ta km ee eee eee" TGA 536 


CORRECT 


MR. JOHN BASSETT, JR. 
Publisher, 


announces the appointment of 


D. A. GOODALL LTD., 


ADDRESSING 
FACSIMILE LETTERS 11A Curzon Street, Park Lane, 


FOLDING- ENCLOSING London, W.1, England 


@ Telephone = private = MAILING __LISTS 7 
CHEV S6F7/S Santee aemnn ideen’ meee United Kingdom Representatives 
We have aati es with the utmost effisiency for 
e ee, MEDICAL MAILINGS 
ec anica © specialise in mailin ° 
yy rics Seema cas Tne Tececras 
a > PITALS and all branches of 
Organisation the, Medical and allie Toronto, Canada 
in the Trade. —? 


Automate fUddasony fesoctatiog 


4 PLAVHOUSE VAAD - LONDON S&F 
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ADVERTISER'S WEEKLY 


a group of nine 


influential newspapers 


7 A.B.C. 


NET SALES 


120,911 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST, ECA. 


Technical articles of real interest to engin- 
eers and executives appear regularly in 
Mechanical World. If your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


=Mechanieal World 


AND 


ENGINEERING REC 


oRroD 


Published monthly in London and Manchester 
Emmott & Co. Ltd., 3! King Street West, Manchester 3 
London Office: 50 Temple Chambers, Temple Avenue, E.C.4 


Mw.I5 


FIFE ASSOCIATED NEWSPAPERS 


COVER INDUSTRIAL FIFE COMPLETELY 
THE DUNFERMLINE PRESS : 


43,631 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 


THE FIFE FREE PRESS 


A.B.C. WEEKLY 


CITY 5906 


SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD.CROYDON 
AODDISCOMBE 3147-8 


(IGHEST GRADE | 
CLEAN & SHARP 
PASTS MANSHID 


SPEEDY SERVICE 
¢ EXPRESS £ 
DELIVERY 


Th 


“FARMERS’ JOURNAL” 


(Official}Organ of Ulster Farmers” 
Union) 
For efficient coverage 
of farmers through- 


out the Six Counties 
of Ulster. 


A.B.C. figures 


in. to June, 1956 
MEMBER OF THE Ja J 
avuoiTt BUREAU 


OF CIRCULATIONS 28,27 l 


Belfest Office : 

18 Donegall Square, East. Tel. Belfast 24397 
London Office 

69 Fleet Street, E.C.4. Tel. FLE. Street 5453 


HENDON 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 


INVESTOR'S CHRONICLE 


The only financial weekly 
withan ABC net sales certificate 


26,779 JAN— JUNE 1956 


Exhibition 
surve 


Cabinet Company. Western Ger- 
many and Yugoslavia had special 
pavilions. 

At the second exhibition of 
Czechoslovak machinery at Brno 
on September 8-30, 1956, the em- 
phasis has been on “novelty.” 
About 300 original and ingenious 
engineering ideas can be seen in 
operation, according to the British 
Council for the Promotion of 
International Trade 

The first exhibition at Brno 
last year is stated to have at- 
tracted thousands of foreign 
visitors from 59 countries and 
30. official delegations led by 
Ministers. They were able to 
inspect some 4,000 exhibits of 
goods currently being produced 
and exported. 


—continued 


Big foreign representation 


The 3lst European Fair had 
4,500 exhibitors in the 27 large 
halls and the outdoor area, which 
together cover 50 acres on the 
outskirts of Strasbourg. Nearly 
1,000 of these exhibitors came 
from abroad, and some 10 per 
cent of them were British. British 
agricultural machinery, building 
and public works equipment, 
office machinery, electrical equip- 
ment and foodstuffs were said to 
be well represented, but in the 
othef sections there were barely 
more than one or two British 
stands 


The Board of Trade, accord- 
ing to the fair’s London repre- 
sentative, was offered free ex- 
hibition space, and the Euro- 
pean Fair’s organisers also 
offered to build an information 
stand at no cost. Yet this offer 
was, it is added, courteously 
refused. 

The number of exhibitors at 
the Leipzig Autumn Fair was 
smaller than last year (7,132, 
against 7,522) but still substan- 
tially larger than at the rival 
Frankfurt Fair. The 1,146 West 
German exhibitors accounted for 
two-thirds of all Western con- 
cerns represented. The fair this 
autumn was the largest solely 
devoted to consumer goods yet 
held. Textiles from 14 European 
countries were shown 


* * * 


DEMONSTRATIONS of home up- 
holstering and re-upholstering 
with latex foam attracted the “do- 
it-yourself” enthusiast to the 
stands of the Natural Rubber 
Development Board at the recent 
International Handicrafts, Home- 
crafts and Hobbies Exhibition. 
The demonstrations showed how 
second-hand furniture could be 
converted by any handyman or 
handywoman—at little cost— 
into comfortable and decorative 
pieces. The work can be done 
in the living room, requires no 
special tools and makes little 
mess. The demonstrations were 
supported by a display of “before 
and after” exhibits. 
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Overseas Events 
(to Oct. 26) 


Sept. 21-Oct. 7, International 
Exhibition of Provisions and Fine 
Foods, Munich, Germany ; Sept. 
22-30, Export and Samples Fair, 
Innsbruck, Austria; Sept. 22 
Oct. 7, International Cotton and 
Rayon, Textile Machinery and 
Chemistry Exhibition, Busto 
Arsizio, Italy;, Sept. 28-Oct. 9, 
Ideal Home Exhibition (“Dames- 
beurs”), The Hague, Holland: 
Sept. 29-Oct. 3, Stationery and 
Office Equipment Exhibition, 
Chicago, USA; Sept. 29-Oct. 7. 
International Fair and Exhibition 
of Breeding Stock (Autumn Fair), 
Graz, Austria; Sept. 29-Oct. 7, 
International Photo and Cinema 
Exhibition (Photokina), Cologne, 
Germany; Sept. 29-Oct. 14, 
Childhood and Youth Exhibition, 
Brussels, Belgium; Sept. 29- 
Oct. 14, Colonial Exhibition, 
Brussels, Belgium; Sept. 29- 
Oct. 14, International Food and 
Home Exhibition, Brussels, Bel- 
gium; Sept. 29-Oct. 14, Inter- 
national Technical Exhibition, 
Turin, Italy; Sept. 29-Oct. 14, 
European Exhibition of Plastics 
Materials, Turin, Italy ; Sept. 29 
Oct. 14, Cinematography, Photo- 
graphy and Optics Exhibition, 
Turin, Italy; Sept. 29-Oct. 14, 
Furniture Exhibition, Brussels, 
Belgium; Sept. 29-Oct 14, Radio, 
Television and Discs Exhibition, 
Brussels, Belgium; Sept. 29-Oct. 
14. Agricultural Engineering 
Exhibition, Turin, Italy; Sept, 29- 
Oct. 15, International Trade Fair, 
Metz, France; Sept. 29-Oct. 15, 
International Nautical Exhibi- 
tion, Paris, France, Sept. 30- Oct 
7, International Hotei and Res- 
taurant Trade Fair, Frankfurt. 
Germany; Oct. 1-5, National 
Hardware Show, New York. 
USA; Oct. 1-5, Southern Textile 
Exposition, Greénville. USA; 
Oct. 3-24, National Fair, Zara- 
goza, Spain; Oct. 4-14, I/nter- 
national Motor Show, Paris, 
France; Oct. 5-15, Food 
Equipment Industries and 
Trades Equipment Exhibition, 
Paris, France; Oct. 6-11, Royal 
Agricultural Show, Perth, Aus- 
tralia: Oct. 6-13, National Cattle 
and Agricultural Machinery 
Fair, Santiago, Spain, Oct. 6-21, 
International Véiticultural and 
Wine Fair, Montpellier. France ; 
Oct. 7-14, International Chemists’ 
Trade Fair, Dusseldorf. 
Germany; Oct. 8-12, National 
Metal Exposition, Cleveland, 
USA: Oct. 8-15, Radio and 
Television Exhibition, Amster- 
dam. Holland; Oct. 11-21, 
International Business Machines 
and Office Equipment Exhibition, 
Paris, France; Oct. 13-16, Soap 
Fair, Berlin, Germany; Oct. 13- 
28. International Trade Fair, 
Tunis, Tunisia; Oct. 14-16, 
Sanitation Maintenance Show, 
New York, USA; Oct. 20-28, 
Agricultural and Forestry Show, 
Ljubljana, Yugoslavia; Oct. 21- 
28. International Bicycle and 
Motor-Cycle Exhihition, Frank- 
furt, Germany. 
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Art Jirector 
Wanted 


An important position at McCann-Erickson 


If you are now handling important consumer accounts 
we should like you to consider this job. If you'rea 
working designer, adaptable and versatile, skilled in 
direction, tuned in to that magic intangible called 
inspiration, aware of the inescapable impact of art 
related to marketing, we'd like you to start in working 
for McCann-Erickson, where there are more opportunities 


to test and exhibit your talents than you'd ever dreamed of. 


Bring your future forward—this job is immediate 


and it’s for top men only. 


Write or phone Miss Fiona Holmes for an appointment 
The strictest confidence will be observed 


McCANN-ERICKSON ADVERTISING LIMITED 


BRETTENHAM HOUSE, LANCASTER PLACE, LONDON, W.C.2 


TEMple Bar 6600 
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Argentina, Bahamas, Barbados, Brazil, Canada, 


Chile, Colombia, 


Cuba, Cyprus, 


Denmark, 


Dominican Republic, El Salvador, Finland, The 


Gold Coast (Ghana), 
Kenya, Mexico, 


Holland, Honduras, Jamaica, 
licaragua, Norway, Nigeria, 


Panama, Paraguay, Peru, Rhodesia and — 


Sweden, 
Venezuela. 


call 


Trinidad, United States, 


ruguay, 


POWERS 


(WHitehall 3366) 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 
14 COCKSPUR STREET, LONDON, S.W.1. 


LA Ss, 
nit \g 
The Gutlook 


FINE, in the 1,000 square miles 
covered by the Home Counties 
Newspapers Group. The GROUP 
consists of eleven individual local 
newspapers, each with its own 
Editor and staff, and entering right 
into the homes of the people. it 
has carried many successful test 
campaigns in the past few months, 
in this vast and fertile industrial 
and agricultural area. 


THE FACTS TO-DAY FROM 
WILL KITCHEN Jnr. LTD. 


A.B.C. Net Sales Jan. June 140,285 


PER / TRADE 
$ COL eo 
INCH 


FLAT 
RATE 
Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet Sc. 1960 


Head Office LUTON. Phone 5050 
Advertisement Monoger: C. W. Gilder 


SS weet SS ixteen is 


On the Job 


Whether on a Grand Prix Circuit—in fac- 

tory or fairground—hospital or harbour— 
our production teams can cope. Most of 
our films are shot on location, often in 
remote parts of the world. 
It is only the 16mm. film that makes such 
productions economically possible. SSweet 
SSixteen gets down to the job and produces 
results quickly and within a reasonable 
budget—generally in colour—always with 
a realism that convinces. 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6-7-8 Old Bond — 


London, W 


Telephone: MAYfair 4642-3 


SEPTEMBER 28, 1956 


REVIEW OF NEW FILM PRODUCTIONS 


After the people of this country have 
experienced one of the worst summers 


on record, here is— 


A pro-tourist film that 
wins all the way 


NE of the main cargoes 

carried by the Bergen Line 
are the new travel-in-comfort 
old stay-at-homes— people who 
never ventured further than 
their nearest seaside resort and 
who are now edging round the 
world in all mod. con. 

Making it all possible and 
economical are the shipping com- 
panies hand in glove with the 
travel agencies who, in turn, are 
hand in glove with all the best 
hotels. The combination (after 
a summer like this year’s) is irre- 
sistible. These factors alone are 
sufficient guarantee that “Holiday 
in Madeira,” which has been spon- 
sored by the Bergen Line and 
produced by Anvil Films, will be 
a winner all the way. 


Rays of sunshine 


Through the bleak winter 
months, the travel agencies will 
be showing this sunlit travelogue 
in cold and draughty assembly 
halls. The warm voice of the 
commentator (Franklin Engel- 
mann) and the folk music of 
Freddie Phillips will conspire to 
make the leisurely life~ of 
Madeira and _ its colourful 
islanders appear as the perfect 
winter “escape” for the middle 
aged or the unenergetic. The 
photography—in colour of course 
—moves languorously over plea- 
sant views and relaxing viewers 
—most of whom seemed to me 
to look exactly like somebody's 
uncles and aunts. 

The running time is 28 minutes. 

* * * 

SABRINA HAS made her debut in 

the documentary film world. She 


Folk dancers in 
action on the sun- 
drenched island 
which forms the 
subject of ‘“Holi- 
days in Madeira.” 
In the opinion of 
Paul Nugat it will 
do a fine selling 
job for tourism. 


By PAUL NUGAT 


When Sabrina walks by the hut 
in the War Office film “Success- 
ful Instruction,” the troops find 
their minds wandering from the 
subject under discussion. 


is appearing in “Successful In- 
struction,” a 20-minute film pro- 
duced by Ronald H. Riley (in 
association with the Film Pro- 
ducers’ Guild) at the Merton 
Park Studios. 

This film shows young officers 
and NCOs the correct method of 
handling recruits. One sequence 
deals with the importance of 
recruits keeping their attention 
on whatever job they might be 
doing—and while a lecture is 
taking place in a _ nissen hut 

@ Continued on page 4! 
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Sabrina slinks “past an open 
window. Needless to say. the 
recruits’ attention is distracted— 
but the film shows how the NCO 
delivering the lecture copes with 
the situation.‘ 

This piece of film making was 
directed by David Villiers. 


Plan for lecturers 


In this commendable item the 
War Office has set out to provide 
its officers with a detailed plan 
for becoming efficient lecturers. 
The art of preparing a lecture, de- 
livering it, and making sure that 
the points from the lesson have 
been assimiliated by the students, 
is the same in and out of uni- 
form ; but in Tony Britton, as the 
demonstration lecturer, the War 
Office have an artiste of true ver- 
satility. Whether being earnest 
without pomposity, or giving 
little cameos of the boring and 
bluffing lecturer, his performance 
is one of real virtuosity. 


Making them sleep 


While it is invidious to pick 
out odd incidents from a film 
with a running time of 38 
minutes, the humour and 
humanity of this film is shown 
in its correct light in the follow- 
ing incident. A tedious lecturer 
has put an officer to sleep. The 
lecturer asks his neighbour to 
wake him up. Back comes the 
reply: “You put him to sleep, you 
wake him up.” 

One can only hope that the 
Army. will have sufficient copies 


Film from War Office has 
a humorous approach 


of this Ronald Riley production 
to make loans to civilian organi- 
sations. 
” * 
AGRICULTURAL SHOWS have 
become red letter occasions for 
the British farmer. The winning 


of a first award for his livestock 
can mean all the difference be- 
tween wealth and subsistence— 
quite apart from the ennobling 
likelihood of earning some useful 
foreign currency. 

Under the title “Show Busi- 


A scene from “Tips,” Edition 49, features a placid fishing situation— 
with Terence Longdon and Mary Parker advertising Capstan cigarettes. 
Production was by Rank Screen Services Ltd. 


You can do without a Grant 


We know a man who refuses to use a 
telephone and writes all his letters in 
longhand, with a steel pen. We have 
heard of others who pass a public house 
without a pang and think it normal to 
use water for drinking. We are told, 
but hesitate to believe, that there are 
still women who deem make-up im- 
moral and nylons indiscreet. We know 
—but need we go on? 

You, too, know many people who 
contrive to survive without the most 
elementary amenities of seemly living, 
to eke out a joyless existence in the 
most unpropitious circumstances. You 
know them but do not envy them. 


The Advertising Agency which is still 
getting by without a Grant must take 
its place among this lugubrious minor- 
ity, belonging in spirit to a bygone age. 
It is possible to do without a Grant—to 
do less, more laboriously and to less 
effect. Do we exaggerate ? Come and 
see for yourself or let us come and 
show you.” 

Grant Production Company, Ltd., 
4 Rathbone Place, London, W.1 
(Museum 8717), 47 Cornwall Street, 
Birmingham 3 (Central 4131) 
and 7 Little Park Street, 

Coventry (Coventry 
64978). 


The néw dual-purpose Grant showing 


extra lamps in operation 


ADVERTISER'S WEEKLY 


ness,” R. A. Lister & Co., Ltd., 
have provided a full scale record 
of the months of careful prepara- 
tion which lie behind a livestock 
exhibit at a show like the Bath 
and West, as well as giving a very 
good coverage of the event itself 
with all its side lights and lighter 


~ sides. 


This 28 minute Kodachrome 
film, produced by Technical and 
Scientific Films Ltd., has been de- 
signed to stimulate the interest of 
the younger farmers, through 
whose clubs it will be shown 
throughout the winter by Lister 
Mobile Film Units. 

* * * 

ONE PICTURE is worth 10,000 
words says the notepaper of 
Stewart Films. And certainly, 
what this company has packed 
into the Dowty Group's “Fluid 
Force” in 34 minutes could, un- 
happily, be said in that number 
of words with less dangers of 
creating mental indigestion than 
the picture. 

It is a profound pity because 
the photography of this film—a 
catalogue of Dowty’s deservedly 
redoubtable reputation for hy- 
draulic engineering in the air- 
craft, mining, and agricultural 
industries—is highly impressive. 
The trouble is that in attempting 
to cover too wide a field of 
enterprise, the production suffers 
from that ancient sponsor idea 
of supposing that industrial 
audiences are as interested in the 
ramifications of Dowty Group 
activities as the company itself. 

@ Continued on page 42 
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ADVERTISER'S WEEKL’‘Y 


How much space do you waste in stationery storage ? 
Have you rooms filled with old catalogues and out of date 
forms? The Rotaprint method of printing enables you to 
print smaller quantities at one time thus minimising the risk 
of accumulating obsolete print. This is because repeat runs 
are so economical and jobs may be stored on thin metal 
plates in the minimum of space. 

JUST THINK OF THE CONVENIENCE of printing office 
and accounts forms—booklets, catalogues and folders. The 
latter with a quality of reproduction that will make the 
sales staff really sit up and take notice. 

The coupon below is for your convenience and involves 
you in no obligation at all. 


small offset 


L.0 
ENQUIRY FORM 


Please send, without obligation, printed specimens and full details of Rotaprint. 
NAME 
CEPT. 


Pin this Enquiry Form to your letterheading and post to 
ROTAPRINT LTD., HONEYPOT LANE, LONDON, N.W.9. 
Tel: COLindale 8822 (12 lines) 


SepTemBer 28, 1956 


A film for motor scooters 
that arrives on time 


A scene from one 
of the _ Sharp's 
Toffee films which 
have been pro- 
duced by Pearl and 
Dean Ltd. who 
have used a tech- 
nique of live and 
animated action 
(see ADVERTISER'S 
WeEEKLy, July 27, 
page 25). 


Why aircraft firms concerned 
with developments in under- 
carriages should want to look at 
hydraulic pit props for the 
Mining industry. etc.. and vice 
versa, is a mystery. 


Advice for the 
secretary 


THE IMPERIAL Typewriter 
people, with “Keys to Efficiency,” 
complete a trilogy of instruc- 
tional films for those commercial 
colleges where the secretary of 
today begins her career. And 
because many secondary modern 
schools have typing on the 
syllabus, the call on this film, as 
on its predecessors, is sure to be 
heavy. 

Aimed this time at the student 
nearing the end of her training, 
the film covers the adding of 
speed to accuracy, the use of 
scales, paragraphing, centring, 
tabulating, making corrections, 
specification and figure work, 
ruling of lines, layout of letters 
and the typing of small cards. 

Some of those items cannot be 
performed without an up-to-date 
machine model and wisely the 
sponsors do not say that without 
an Imperial you are sunk—partly 
out of deference to their compett- 
tors and partly because there must 
be an awéul lot of old Imperial 


WAREHOUSE 
SERVICES trp 


High Street - Wealdstone - Middx 


LABEL PUNCHING 
GUILLOTINE CUTTING 
CREASING * MACHINE FOLDING 

~ SHOWCARD MOUNTING 
BOOK SEWING: WIRE STITCHING 
SHOWCARD FRAMING 


Telephone HARROW 0366 


models still about giving excellent 
service. 

A well ordered, well photo 
graphed film, produced by Tech 
nical & Scientific Films Ltd., with 
a running time of 31 minutes. 

* * * 


THE SCREEN appearance, for the 
first time, of Douglas Vespa 
motor scooters seems beautifully 
timed. Public interest in vehicles 
with low petrol consumption is 
growing by leaps and bounds. 

With Rank Screen Services Ltd 
putting out a two minute live 
action Eastmancolour film en- 
titled “Vespawise.” there should 
be no flagging production in the 
company’s West of England 
works. The film is frankly allur- 
ing . . . even to people who may 
feel that they are somewhat less 
than ablebodied on the highway 

* * * 


A TWO-MINUTE Eastmancolour 
film “Your World of Colour” is a 
feast for the eyes as delicately 
tinted as animation film can con- 
spire to achieve. That this world 
of fish and vegetation is all in aid 
of the paint pot detracts nothing 
from the ultimate sales message 
that, if you want the best paint 
you want ICI’s Dulux and Dulite 

Animals postured in human 
activities has always been a fav 
ourite subject for cartoonists and 
“Cookie Class,” a couple of two 
minute Eastmancolour films made 
for the Symbol Biscuit Co., ts 
right up in the best tradition 
There its, notably, an elephant 
which does a better job of pro- 
motion than any that smiling 
artistes could carry out. Both 
films were produced by Rank 
Screen Services Ltd. 


* * * 


WHETHER THE National Federa- 
tion of Clay Industries had a 
clearly defined audience in mind 
when they sponsored “Bricks— 
How They Are Made and Used” 
is not apparent from the film 
by National Screen Services Ltd., 
which grapples with large chunks 
of history in an attempt to outline 
bricks from Roman times. 
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| IN AES TAKEN BY WorLEy’s; 


‘DOUBLE-PAGE SPREAD 


C. D. NOTLEY F.t.P.A. (Governing Director) 6. WH. PRITCHARD u.1.P.A. (Managing Director) #. M. EDORLL O.B.8., M.t.P.A. (Deputy Managing Director) neo. yennins (Art Directer) 


OTLEY ADVERTISING LIMITED 


ss/t7 HILL STREET BERKELEY SQUARE 


LONDON W: - TELEPHONE GROSVENOR go70 


INCORPORATED PRACTITIONERS IN ADVERTISING 


PME,/SMK 3let August, 1956. 


Stuart Mander, Esq., 
Advertisement Director, 
George Newnes Ltd., 
Tower House, 
Southampton Street, 
W.C.2. 


Dear Mr. Mander, 


We were particularly happy to be associated 
with the production of the first full colour- 
gravure Double Page Spread to appear in any mass 
circulation women's magazine. The British Nylon 
Spinners' Lingerie Campaign will certainly have an 
historic launching! 


WOMAN'S OWN was a natural choice for this 
purpose because in aidition to a vast consumer 
coverage, the national prestige of a WOMAN'S OWN 
announcement has, we know, a major influence on 
retailers and stockists. 


We believe that this advertisement opens up a 
new era in colour advertising and feel sure that the 
results will more than justify our confidence in 
WOMAN'S OWN. 


Yours v ys 


DIRECTORS: M. PLEYDELL-BOUVERIE, 8. V. BROOKS, D. A. DEAS, MARCHANT SMITH 
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womans own 


First 


mass-circulation 

a women’s weekly magazine 

to run a double-page 
advertisement in 


full colour 


Date of issue: September 27th. 


\ed-letter day in advertising history ! 


ee BRITISH NYLON 
aa SPINNERS 


First 


to use this 
dominating space, off to 


a flying start with a 


Nylon Lingerie Campaign 
that will make 


sales-history ! 
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DOUBLE- — iN 


WILL BE AVAILABLE FROM TIME TO TIME BY SPECIAL ARRANGEMENT 


Tremendous full colour impact on 5,340,000 women* 


who buy for themselves, their homes or their families. 


No waste sale, plus the most economical rate per 
thousand for full colour (whether assessed on net sale, 
women readership or housewife readership) of all the 
mass circulation full colourgravure weeklies. 9/4d a 


page per thousand readers. 13/3d a page per thousand 


housewife readers. 20/6d a page per thousand net sale. 


* Hulton Survey, 1956 


2,434,397 


AUDITED NET SALE (JAN.—JUNE 1956) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C,2 
TEMple Bar 4363 (40 lines) 
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1956 


ARLIER this year the 

Registrar - General's esti- 
mates of the population of 
England and Wales in each 
administrative area at June 30. 
1955, were published. The 
figures show that since June, 
1950, while the total popula- 
tion has increased by some 
600,000, that of the North- 
West region has. declined 
slightly from 6,461,200 persons 
to 6,449,000. 


Nevertheless, the area. which 
includes two great conurbations 
ig South-East Lancashire and 
Merseyside, still accounts for 
about 14.5 per cent of the total 
population and is second only to 
the London and South Eastern 
Region in the number of total 
residents. 


Within the South-East Lanca- 
shire conurbation are 52 towns 
with a population of nearly 24 
million people and such centres 
as the county boroughs of Stock- 
port, Bolton, Bury, Manchester, 
Oldham, Rochdale and Salford, 
while at Merseyside, with nearly 
1.4 million persons, are the im- 
portant county boroughs of 
Birkenhead, Wallasey, Bootle 
and Liverpool. An accompany- 
ing table shows the changes 
which have taken place in the 
populations between mid-1950 
and mid-1955. 


Variation of population 


It will be observed that the 
population of Cheshire has 
increased slightly during the past 
five years, but the rise has been 
accompanied by a roughly corre- 
sponding decline in Lancashire. 
Nearly all county boroughs in 
Lancashire have shared in the 
decline, although Bootle, Oldham 


and Warrington all registered 
increases. 
It would indeed be easy to 


ascribe. the decline to a fall in 
activity in the cotton industry, 
and while the number employed 
has fallen below 250,000—a loss 
of 71,000 workers in less than 
five years—a large part of the 
fall arises from a decrease in the 
employment of women, and, 
additionally, the expansion in 
the engineering industry has ab- 
sorbed a growing number of 
workers, 


An analysis of the number of 
employees at end-May by age is 
shown in another table. 


Employees in region 


The figures for the estimated 
number of employees contain a 
number of interesting features: 


First, roughly one-seventh of 
the total employed population 
of Great Britain is to be found 
in the North-Western region, 
although its population is only 
one-seventh of the population 
of England and Wales. 


Secondly, the employed popu- 
lation is the second largest in any 
region, following London and the 
South-East and not excluding 
Scotland. Thirdly. as regards 
female workers, the proportion 
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‘Advertiser’s Weekly’ Market Research 


Team travel north and analyse 


the economic situation of— 


A concentrated market of 


6.5m. with a great future 


Burnley Express picture 


Installation of a new haulage system at Bank Hall Colliery, Burnley. 
Compressed air rams can be seen in the foreground. 


of employees is higher in total 
than one-seventh and this trend 
also appears in the age groups 
30-54. 

Finally, it is of interest to 
notice that the number of female 
employees under 20 years of age 
exceeds that of male employees 
in the same age group by about 
27,000. But perhaps the out- 
standing feature of employment 
is that over half of the three mil- 
lion ingured working population 
in the North-West have factory- 
type jobs as compared with an 
average of 40 per cent elsewhere. 

With the steady contraction in 
the cotton industry during the 
past few years—and some esti- 
mates put the contraction at 
nearly one-third—and the policy 
of restrictions on credit and hire 
purchase affecting the engineer- 
ing industry, it is not surprising 
to find that unemployment figures 
have been fluctuating. 

Whereas in June, 1955, the 
figure was 41,440, or 1.4 per cent 
of the insured population, and 
34,449 in December, 1955, by 
June this year the figure had risen 
to 35,982, equal to 1.2 per cent. 
However, it is worthy of com- 
ment that, notwithstanding the 
change in the economic climate. 


the figures for June this 
compare favourably with those 
of a year ago. Detailed figures 
at June 11 are given elsewhere. 

The percentage rate was the 
same as in the Midlands and was 
only exceeded by Scotland, Wales 
and the Northern ‘regions. 


year 


Modified 
role of 
cotton 


iv is only natural when con- 
sidering Lancashire to asso- 
ciate its prosperity with that of 
the cotton industry, and the 
tendency is to forget that the 
pattern of the region's industry 
has long since changed, being 
both moulded and forced into 
a different shape by the 
demands of the last war and 
the tide of industrial expansion 
channelled northwards in the 
post-war years. 

While a Lancastrian would 
perhaps be the last to admit it, 
the area has become, so far as 
industry is concerned (though 
certainly not in other respects), 
very similar to other areas. Its 
older industries of cotton spin- 
ning and weaving, with only 
250,000 employees, while still of 
prime importance, now occupy 


@ Continued on page 46 


Populations of County Boroughs, 


Cheshire and Lancashire — 


CHESHIRE : 
Birkenhead 
Chester . 
Stockport 
Wallasey 


LANCASHIRE és 
Barrow-in-Furness 
Blackburn . 
Blackpoo! 

Bolton 
Bootle 
Burnley 
Bury 
Liverpool... 
Manchester 
Oldham 
Preston 
Rochdale... 
St. Helens 
Salford 
Southport 
Warrington 
Wigan 


June, 1950 June, 1955 
1,256,170 1,284,000 
143,150 141,700 
48,680 58,500 
142,110 141,100 
102,510 102,500 
5,135,140 5,095,600 
67,820 65,290 
111,500 108,600 
149,600 147,200 
168,600 165,000 
70,240 78,150 
84,920 82,870 
59,190 58,140 
802,300 779,900 
704,500 92.2 
119,500 120,400 
120,300 117,400 
89,530 86,490 
112,500 111,900 
177,700 169,300 
85,500 82,240 
79,480 79,770 
84.950 82,750 
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New industries help to counter 


cotton employment fall-off 


the energies of less than one- 
tenth of the employed popula- 
tion, and with the growth of the 
newer industries, the region 
might almost be regarded as akin 
to other industrial areas—with 
the added advantage, arising 
from a legacy from the past, of a 
cotton industry. 


Industrial building progress 


Even in the cotton belt itself, 
the newer industries were able to 
provide 10,000 new jobs last year, 
and the development appears 
likely to continue. The provi- 
sional figures for industrial build- 
ing schemes granted Industrial 
Development Certificates in the 
second quarter of 1956 show that 
the number for the North-West 
was 86, with a total area of 1.7 
million square feet, a figure only 
exceeded by London and the 
South-East and the Midlands. 
True, the figures were below those 
of the first quarter of this year 
and also of the second quarter of 
1955, but this decline applied ‘to 
all areas except the Northern and 
Midland 

A fairly recent example of 
the diversification of industry 
in a cotton town was the 
announcement in May this year 
that a Tennessec, United States, 
concern of machinery makers 
had decided to open a factory 
in the North-East Lancashire 
weaving area near Blackburn. 

It is understood that the Ameri- 

can company will occupy an 

existing factory building and 
sell the machines it produces in 
this country. 

This item of news, common 
enough in recent years (and an 
item which could come equally 
well from Scotland or Northern 
Ireland) is of more than super- 
ficial interest. 


Excess capacity 


Assuming that the capacity of 
the Lancashire cotton industry 
will eventually settle down at a 
level below that anticipated in 
the early post-war years, there 
will exist—and in fact there 
already exists — both factory 
space and labour hitherto em- 


ployed in the industry which are 
not, or will not be, fully 
employed. 


He would indeed be a pessi- 
mist who regarded our current 
situation of high interest rates 
and restrictions on credit and on 
hire purchase as a permanent 
feature of the economic life of 
the country, and the time will 
come when factory premises and 
jlabour will again be at a 
premium 


Even if the cost of conversion 
of textile mills is high, at least 
in the former employees there 
exists a source of manpower, 
highly skilled, adaptable and un- 
likely to be bettered anywhere 
in the country. For a manufac- 
turer in one of the expanding 
industries and planning for the 
long-term, Lancashire has much 
to offer. 


Contraction goes on 


So far as the cotton industry 
is concerned, there has been little 
change in the state of trade, and 
the steady contraction in the pro- 
ductive capacity during the past 
18 months appears likely to con- 
tinue. Business, both in the 
home and export markets, is 
reported to be poor, and financial! 
results published by many com- 
panies reflect the difficult trad- 
ing conditions. 


To‘some extent conditions are 
attributed to the importing of 
duty-free cloth from the Com- 
monwealth, and in this context 
the claims for action on the part 
of the government have con- 
tinued. 


Hope of advertising 


Speaking at the end of August, 
Sir Raymond Streat, chairman 
of the Cotton Board, described 
the present position in the indus- 
try as serious but not calamitous, 
and it will be interesting to watch 
whether the fall in raw cotton 
prices and the advertising cam- 
paign involving £250,000 (a re- 
port of which appeared in the 
issue Of ADVERTISER'S WEEKLY 
dated August 31) will initiate a 
revival of trade. 


Unemployment figures, June 11, 1956 


Numbers of Persons Registered 
as Unemployed 


Males Females Total 


21,340 14,642 35,982 


Percentage 
Rate 


SerremBer 28, 1956 


Lanca- 
shire cotton mill 
The present posi- 
tion of the industry 
has been described 
as “serious but not 
calamitous.” A_ big 
advertising cam- 
paign ts now in 
progress involving 
the spending of 
£250,000 in 24 
vears. 


Scene in a 


Cotton Board picture 


Index Numbers of Value of Sales per Week, 
Large Retailers 


(Value of Sales per Week 


Clothing and Household 
Footwear Goods 


1955 
February 83 
March 108 
April 129 
May 136 
June 129 
July 137 


1956 
February 86 
March 125 
April 119 
May 150 
June 139 
July 142 


wwe 


mtr 
Se Sein 


Merchandise 


1950 — 100) 


Non-Food Food and 


All 
Perishables Merchandise 


Man-made fibres create 
new textile markets 


LTHOUGH the cotton in- 
dustry has been contract- 
ing, its machinery has been 
increasingly turned over to the 
production of yarns and fibres 
containing man-made fabrics, 
which are of growing import- 
ance. 

According to reports, the 
man-made fibres. whether alone 
or in mixtures, represent about 
16 per cent of total yarn pro- 
duction in Lancashire and 31 
per cent of total cloth production. 
Additionally, the fibres, by widen- 
ing the range of yarns and cloths 
for new uses, are creating new 
markets for the work of the 
weavers and spinners. After cot- 
ton, rayon is the most important 
fabric manipulated on cotton 
machinery, and output of spun 
rayon yarn is about equal to one- 
sixth of the output of cotton 
yarn. 


i The British iextile machinery 
industry, which, with a declin- 


ing level of activity in the cot- 
ton industry at home, might 
have been expested to be 
affected, fortunately has a large 
export trade, reported to be 
worth £24.5 million for the first 
six months of this year, as com- 
pared with £20.6 million in the 
first half of 1955. 


The fall in textile activity, both 
at home and abroad, has un- 
doubtedly reduced order books, 
but the industry is concerned 
with machinery for al textiles, 
and with activity in the branches 
other than cotton remaining 
fairly steady, and the products 
of the industry being fully com- 
petitive with those manufactured 
abroad, home manufacturers are 
confident of their position. 

In other industrial spheres, 
progress in Lancashire is being 
well maintained. 

The North-West coalfield is 
obtaining a greater proportion of 

@ Continued on page 48 
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Britain’s fastest-growing evening Third-largest provincial evening 

The progress of the Evening Chronicle is one of Britain’s Another milestone passed in the exhilarating growth of 
most exciting stories of newspaper development. In four the Evening Chronicle, Manchester. The lateSt ABC figure 
years the sale has increased by 45,830 extra copies a day. of 295,729 makes the Evening Chronicle the third-largest 
The dynamic tabloid pages which are attracting new provincial evening in Great Britain. Now more than ever 
readers every month in Manchester offer positions where the Evening Chronicle is an essential medium for all 
every advertisement must be seen by the 900,000-strong advertisers selling. to the great Manchester market. 
readership (IPA Survey) of the Evening Chronicle. Remember—900,000 readers every night. 


-»--now more than ever 


you can’t cover Manchester 


without the 


Evening Chronicle 
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Birkenhead, Bebington, Ellesmere Port, 
Hoylake & District, and the 
Wirral Peninsula 
NOW COVERED BY ONE GROUP OF 
NEWSPAPERS 


BIRKENHEAD NEW 
& ADVERTISER 
GROUP 


As the amalgamation of the “‘ News” 
Group and ‘‘Advertiser"’ Series was 
only effective from 2nd july. vend weare 
unable to give an A.B.C. The 
average weekly net sale A, ane, how- 
ever, is in excess of 60,000. 


FLAT 25 |= RATE 


s.c. inch 
Head Office : London Office : 
62-68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 80 FLEET STREET 
Telephone ; 


Telephone : 
Birkenhead 570 FLEet Street 2626 


') i Saale 


Theres always 


a better vay 
of doim 1g it 
and we usually 


find tt. 


CONCEIT . . . SELF-CONFIDENCE . . . FLAIR—call 
it what you will. We don’t mind. Our clients seem 
to like as—and our methods—judging by the number 
of new accounts we're opening month after month . 
ADVERTISING needs new ideas—new angles. We 
think that way first .. . and then get down to business. 
AND we know that side, too. 


Grvves Kee it 


LIVERPOOL 


LANCASHIRE AND THE NORTH-WEST 


SEPTEMBER 28, 1956 


Estimated Number of Employees at end-May, 1955 
(7000s) 


MALES 


FEMALES 


Vorth-Western | Great Britain North-Western Great Britair 


Under 18 96 
18 and 19 , $3 
20—24 164 
2$—29 ‘ 201 
3034 213 
35— 39 ’ A 184 
40-44 202 
4s—49 211 
50—54 195 
55—59 15S 
60—64 112 
6S and over 68 

Total 5 1,854 


692 99 704 
375 77 541 
1,219 146 1,079 
1,545 107 785 
1,675 110 683 
1,416 105 663 
1,567 126 777 
1,548 120 767 
1,409 100 65 
1,088 82 506 
858 37 235 
568 19 135 
13,960 1,129 7.5C0 


Source ; Ministry of Labour. 


its coal by mechanical methods 
than any other coalfield in the 
country. At the beginning of 
this year more than one-fifth of 
the divisional production was 
being won by mechanical means. 
In 1950, less than one per cent 
of the divisional output was 
obtained by mechanised methods; 
in 1953, 3.7 per cent came from 
power-loaded coal faces; and by 
the end of 1954 mechanised out- 
put amounted to 10.3 per cent. 

In the gas mdustry, and for a 
manufacturer of gas appliances, 
the North-Western Gas Board 
(the second largest of the 12 
boards responsible for the gas 
industry), which serves some 
1,800,000 premises in Lancashire 
and Cheshire and parts of adjoin- 
ing counties, productivity has 
continued to rise. 

For example, in April this year 
productivity as measured by the 
average amount of gas made 
available per employee showed 
an increase of just over nine per 
cent on the level attained in April, 
1955. And earlier reports speak 
of rises during 1955 over the level 
of 1954, notwithstanding that the 
average number of employees 
declined from 19,200 in early 
1955 to 19,020 in December, 
1955, and further to about 18,450 
at mid-1956. 


In the electricity supply indus- 
try, according to a statement in 
August this year, 18,930 of the 
24,278 farms—equal to 78 per 
cent—in the area served by the 
North-Western Electricity Board 
now have an electricity supply. 
The percentage is the second 
highest in the country. 


Engineering activity 


As regards the engineering in- 
dustries in Lancashire and the 
North-West, activity is reported to 
remain good among machine-tool 
and heavy electrical engineers. 
coke-oven and chemical plant 
manufacturers, boiler makers. 
mining engineers, and _ other 
specialised firms. 

Merseyside ship builders and 
repairers have sufficient orders 
on their books to maintain 
steady working for some time, 
but labour disputes, particularly 
those concerned with demarca- 
tion arguments, have brought 
both unpleasant and unwelcome 
publicity to the area. 

The English Electric Company, 
which has orders in hand for 
traction equipment worth over 
£10 million, has been reorgan- 
ising production facilities at the 
Newton-le-Willows factory of the 


@ Continued on page 50 


Filming for Independent Television advertising at the new division 


of Wilson 


Advertising Ltd., in Manchester. 
for Weasel Popcorn, and the star performer was 23-stone Fred Emney. 


The advertisement was 
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20 ST. ANN’S SQUARE, MANCHESTER .2 


telephone : 


BLAckfriars 9786 (4 lines) 


THE DOORS ARE OPEN in this ever-growing 


Advertising Agency for yet more business and 
development. 


We believe in progress and look upon pre- 
sent conditions as a stimulating challenge. The 
increasing success of our clients relates to the 
up-to-date services which we continually ex- 
tend on their behalf, both in the North and 
South. 


During the past twelve months, we have 
further developed our facilities. The success 
of our activities in commercial television has 
been another example of our specialised atten- 
tion to creative, production, media and 
marketing requirements for each sphere of 
advertising. 

With comprehensive facilities for Press, 
Television, Outdoor, Display, Films and other 
media, operating from the two principal 
centres of advertising-marketing, we are 
happy to serve advertisers coast-to-coast 
throughout the country. 


ADVERTISER'S WEEKLY 


» 
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JOHN ROELIMITED | 


Incorporated Practitioners in Advertising 


73 GROSVENOR ST., LONDON W: 


telephone : 


GROsvenor 8228 (3 lines) 
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Bayard 


Means 


business! 


BAYARD PUBLICITY LIMITED 


Palace Buildings, 93 Market Street, Manchester 1 


ASHTON-UNDER-LYNE 


Reporter 


GROUP OF WEEKLIES 
13 papers completely covering the rich 
industrial and agricultural territory of 

South East Lancashire 
North Derbyshire 

North Cheshire 

West Riding of Yorkshire 


96,558 


Head Office: 
Market Square, 
Ashton-under-Lyne 


Tel. Ash 1831-2-3 


C. P. R. Crane, 
44/45 Fleet St., E.C.4 


Tel. FlEet Street 6820 


Net Sales A.B.C. 
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LANCASHIRE AND THE NORTH-WEST 


$00,000 URGENT ly 


TIONS to: THE REGISTRAR - THE UNI-£ 


One of the boards used in the campaign. 


eeect 
See eee eee eee eee 


Seen in the photograph 


(left to right) is Sir James F. Mountford, vice-chancellor of Liverpool 
University, Stanley Dumbell, registrar, and J. S§. Brown, director and 
N.W. area manager, David Allen & Sons, Ltd. 


New bulletin 
funds for 


YHE University of Liverpool 
recently launched an 
appeal to raise £500,000 which 
is urgently needed for improve- 
ments and extensions. 

In an endeavour to help this 
worthy effort, David Allen & 
Sons Ltd. offered three new bulle- 
tin boards in Liverpool, without 
charge. to advertise the appeal. 
In addition, the display of 200 
double crown posters on public 
information panels was agreed 
upon to supplement the bulletin 
board displays 

The registrar of the University. 
Stanley Dumbell, has been very 
appreciative of this help and has 
written to David Allen & Sons 
Ltd. as follows: 

“I am asked to express to you 
the warm thanks of the Univer- 
sity for the outstanding assistance 


boards help 


university 


which you have rendered to us 
in connection with the University 
Appeal. We are all the more 
grateful because the offer of help 
was made voluntarily by you and 
was in itself an encouragement 
to us in the development of the 
appeal. 

“We have many tributes to the 
remarkable effectiveness of the 
panels in catching the eye of the 
passer-by and focusing interest 
upon our effort. It is not easy 
to relate directly the publicity 
value of the panels and the 
posters with the flow of dona- 
tions to the appeal fund. We are 
confident, however, that in view 
of the many appreciative com- 
ments which have been passed 
upon them that they must have 
had a most beneficial effect upon 
its progress. .. .” 


MARKET SUR VEY —continued 


Vulcan Foundry (which joined 
the English Electric group in 
March last year) and the reorgan- 
isation should be completed by 
the end of this vear. In the past 
15 months some 300 machines 
have been scrapped and new 
machine tools are being installed 
continuously. 

Despite the redundancies 
which have occurred in the 
North and in the Midlands as 
a result of difficulties in the 
motor and other consumer 
goods industries, shortage of 
skilled labour continues. It is 
estimated that at Preston alone 
the English Electric Company 
has vacancies for several hun- 
dreds. 
In other 

edible-oil 


the new 
refinery of Van den 
Berghs and Jurgens at Brom- 
borough Port, Cheshire, will 
increase by half the potential 
output of the adjacent margarine 
factory Claimed to be the most 


ndustries, 


modern refinery of its kind in 
Europe, the building has taken 
four years to complete. 

In the light of the current 
economic situation, one would 
expect to find some reflection in 
the level of retail trade, and in 
lighter industry. In the reports 
submitted to the Trades Union 
Congress by its north-western 
regional advisory committee at 
the middle of the year, reference 
was made to a decrease in pro- 
duction in the furnishing trade, 
where overtime has declined. 

Short-time working had oc- 
curred in the light engineering 
industries and radio valve pro- 
duction had declined; retailers 
had had “a much leaner time,” 
particularly with hire purchase 
goods. This latter feature is, of 
course, common to mos! areas, 
and the figures for hire purchase 
trade, for the country as a whole, 
have been the subject of ADVER- 
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TISER’S WEEKLY review (June 22 
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This is a 


FOR SELLING TO BARROW-IN-FURNESS 


Consider the facts. 65,550 people 

live in Barrow in 19,923 households. 

The Evening Mail, with a circulation PRINCIPAL SOURCES OF EMPLOYMENT 
of 28,250 is read in 92% of them. IN BARROW 

These 19,923 households spend a 

substantial sum in a year, as witness SHIPBUILDING 


retail sales of £7,000,000 in the town. 
: ENGINEERING 
Advertisers who want their share 


of this hearty spending should make STEEL & IRON 
sure The Evening Mail gets due 


prominence in their schedules. PAPER MAKING 
FLOUR MILLING 


THE NORTH WESTERN 


_ Evening Mail 


BARROW -IN-FURNESS 


ABC. 28,250 ra 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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In Lancashire and the North West 
BLACKPOOL 
is 


@ 5th LARGEST CENTRE 


OF POPULATION 
@ 2nd LARGEST 


COUNTY BOROUGH 


It is served effectively ONLY 
by the 


EVENING GaZzeTTe 
Blackvool Gazette Series 


MEMBERS of the A.B.C. 


THE NORTH 


Tce AND... 
. . . THE NORTH WEST 
The IDEAL POSTER AREA 


. You are sure that you will have complete 
coverage of the Nation's most important Sales 
Area when you place your POSTER instructions 
with the Members of the 


The BEST VIEW 
WBS oe 


LANCASHIRE & NORTH WESTERN 
Poster Adverticing Acsoeration 


CLITHEROE 
and the RIBBLE & HODDER VALLEYS 


The VALUABLE MARKETS 
in this area are most effectively covered by 
CLITHEROE ADVERTISER & TIMES 
Certified circulation 8,000 copies weekly. RATE 5/- per s.c. 


inch per insertion 
Friday, 3d. Tel. 407/8 
Advertisement Mngr. H. Robinson, 6, MARKET PLACE, CLITHEROE 
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The new medium is doing wonderfully 
well in this concentrated market 


We are all learning a lot 


from commercial TY 


[tHE outstanding aspect of 
commercial television has 
been the opportunity for criti- 
cal analysis of its effect, from 
actual use and experience in a 
sales area. 

In the North, the most inde- 
pendent area of independent tele- 
vision, this opportunity arose 
with the opening in May from 
the Manchester studios. The sub- 
sequent screening of a remark- 
able number of products and ser- 
vices, many of Northern origin, 
in one-sixth of the two million 
homes in this area, has been the 
chance of supercharging and 


| streamlining an integrated adver- 


tising-marketing machine. 

Quite the most remarkable 
effect in many cases has been the 
interest created right the way 


from manufacture and distribu- 


| tion 


through to retailer and 
public. Miracles do not always 
happen overnight and the natural 


| attempts of interested parties in 
| the early days to discover secret 


| “one - spot 


| the hard-headed 


and phenomenal results were 
often thwarted. The old idea of 
- and - 
counted for less, if anything, in 
and hard-work- 


| ing North and we had the valu- 


able experience of the preceding 
period in London to warn us 
against over-optimism and 
thoughts of getting rich quick. 
But for those who could see it 
and use it, these first five months 


eee & & 


you're - made” 


says DEREK J. ROE, 
director, Roe Television Ltd. 


have provided an opportunity 
which might not have otherwise 
come in five years, to promote 
conditions in which advertising 
and selling can be most success- 
tully carried out as a joint opera- 
tion 


With events moving at such 
a pace, the rapid effect of com- 
mercial television has in some 
cases revealed slow-moving and 
neglected processes of market- 
ing and trade relations. But 
from an existing basis of brisk 
and progressive advertising- 
marketing policy, television in 
the North is giving a new, con- 
fident, forward look after a 
preceding phase of commercial 
doubt and_ industrial un- 
certainty. 


Without any threat of 
monopolising advertising 
methods, the effect of television 
is nevertheless politely suggest- 
ing “get on—or get out.” The 
effect on the heavily geared and 
complex North is entirely in line 
with the second industrial revolu- 
tion, with the application of 
electronics to a higher standard 
of living and commercial success 
now showing itself in the field of 
advertising and sales. 


From 40 clients for whom we 
are producing and transmitting 
television commercials on the 
Northern station, the following 

@ Continued on page 54 


The Lin-Can products are very well displayed during point-of-sale 
scenes in the television commercial and, as a result, there has been an 


increased demand by name for the items. 


The use of a jingle has 


also helped the viewers to remember the Lin-Can variety. 
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SUNDAY | 


EXPRESS 


LS COURT AUG 22-SEPT | 
SHON 5 CHOREN IT tiam—1o0m FN 


Recent production 


od 
includes Posters fo 


FILMS 


NS 
eee 


of al! sizes DC to 48 sheet 


many of the most compelling posters to be seen 
on the hoardings today are SCREEN PRINTED 
and some of them have been produced by 
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For the territory 
immediately East 
of Liverpool your 
choice must be 


the 
ST. HELENS 


REPORTER 


GROUP 
ABC. SALES JAN—JUNE 1956 


x 60,979 x 


H. C. Blanchard, 134, Fleet Street, E.C.4. 
FLEET STREET 7620. 


73, Church Street, St. Helens. St. Helens 2285 (4 lines). 


of the Manchester Area - 


Manchester Poster Serumiial Ltd 


27-29-31 Bootle Street, Deansgate, Manchester 2 
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Shaw's furniture store have used television spots with regularity, and 

they present their message bold and clear on the domestic screens. 

Within the first five months of the new commericial television medium 

in Lancashire and the North-West, a growing list of satisfied 
advertisers has been established. 


Coverage of two important industrial areas is assured 
by advertising in— 


CHORLEY GUARDIAN 


34 Market Street, Chorley. 
TEL. CHORLEY 2705 


LEYLAND GUARDIAN 


Station Brow, Leyland. 
TEL. LEYLAND 81003 


London Representative :—E. W. PLAYER LTD., 


30/32, Fleet Street, London, E.C.4. 
TEL. FLEET ST. 9093/6 


are a few observations. 
@ The spots for Lin-Can fruits 
and vegetables have been very 
well noted by trade and public 
alike, causing increased demand 
for the product by name. The 
use of a jingle has aided 
memorability and _ live-action 
shopping sequences have also 
been used, so that both retailers 
and consumers in the viewing 
audience may identify them- 
selves with demand for the 
product. 
@ Relying at the outset mainly 
on product recognition with a 
straight selling message, the 
prominence and reputation of 
Leylac enamel have been so 
enhanced that what might 
otherwise have been an adverse 
effect of weather conditions has 
been successfully offset. 
@ Reaction to the Pussikin cat 
food cartoon spots was imme- 
diately favourable and sales 
have increased by approxi- 
mately 20 per cent. 
@ Although one of the golden 
rules has been broken by adver- 
tising several products in the 
same spots, the Tattersall foods 
series have been effective and 
have caused an increase in sales 
during the summer months, 
when this would not normally 
be axpected. 
@ Whereas advertisers with a 
large number of retail outlets 
throughout the transmission 
area have most to gain from 
commercial television, Shaw’s 
furniture store uses regular 
spots which act as a useful re- 
minder, indicate a progressive 
and up-to-date outlook and 
have helped to maintain satis- 
factory results whilst conditions 
in the trade have been rather 
unfavourable. 


Always in the forefront of in- 
dustrial progress, the North-West 
takes a leading place in the 
electronic and jet age. With this 


background of technical advance- 
ment and a native commercial 
outlook, the public have been 
quick to grasp the interest and 
advantages of commercial tele- 
vision. Although not in the past 
particularly articulate on the 
purpose of advertising (except 
quite often in a rather critical 
and derogatory manner) public 
interest and opinion has taken a 
more favourable trend since the 
start of commercial television in 
this area. 


Understanding the agency 


Quite frequently we receive 
letters from ordinary members of 
the public which display a much 
clearer understanding. of the 
function of an advertising agency 
and the presentation of an adver- 
tising message through this new 
medium, as a means of informing 
the public and attracting them to 
purchase the products of the 
advertiser. Adverse criticism of 
commercial television has only 
arisen when the individual con- 
siders that the quality or appeal 
of certain spots could be im- 
proved. Apart from these excep- 
tions, the attitude and response 
of the viewing public has been 
extremely favourable. 


The television commercial adver- 
tisements for Leylac paints have 
made a strong feature of the tin. 
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ADVERTISER’S WEEKLY 


The morning paper for 
the NORTH WEST and 
NORTH WALES 


HEART OF THE INDUSTRIAL 
NORTH-WEST 
OLDHAM fhe cocon spinning and textile engineering 
centre of the world. Diverse industries 
are covered by the broad terms Cotton 


and Engineering, and firms of renown have 
their homes here. 


OLDHAM and its seven urban districts is an ideal 
area for an advertiser to test inex- 
pensively his publicity: it is compact, its 


income groups are widely varied and its 
daily newspaper is the . . 


OLDHAM EVENING 


HRONICLE 


The only daily newspaper published local 
"Nene A.B.C. ” 


WEEKLY LY Same —— 
Chronic! Saddleworth and Mossley 
Chroniels e% Creneun and Royton Chronicle 
Chadderton and Middleton a 


HEAD OFFICE: NDON OFFICE: 
UNION STREET 134 FLEET STREET 
OLDHAM E.C.4 


Tel.: MAI 3841 (6 lines) Tel.: FLEet St. 7620 
An ideal testing ground for Advertisers 


SOUTHPORT 


Often referred to as England's Continental 
Resort, Southport is the ideal spot either for 
winter or summer enjoyment. 

Excellent facilities are available for the 
holding of Conferences and Exhibitions, yet at 
the same time providing a wide range of 
entertainment : Golf, Riding, Bowls, Tennis, etc., and 
a host of evening pl es. Acc dation is 
really first class. 


Illustrated Guide 6d. Post Free 
or fully detailed information from 


L. B. MORTON - TOWN HALL - SOUTHPORT 
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LANCASHIRE AND THE NORTH-WEST 


How is the retail revolution 


co-operatives accounted for 894 
per cent of Lancashire's self- 
service stores, the multiples for 
three per cent, and independents 
and small multiples for about 
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increased their numbers of self- 
service stores, but the ratio 


remains roughly the same. 
It is interesting to compare the 
Lancashire percentages with the 


going? An authoritative report 


stresses that— 


Co-operatives dominate the 
self-service scene 


IPHE position of Lancashire 
in the development of self- 
service is unique in the growth 
of this method of retailing. On 
the one hand there is the fact 
that the county has a known 
total (at August, 1956) of 212 
self-service stores, representing 
a substantial seven per cent of 
the listed self-service stores in 
the United Kingdom. Yet, on 
the other hand, nearly 90 per 
cent of Lancashire's self-service 
is in the hands of the co- 
operatives. 

From the point of view of the 
manufacturer, who is debating 
how far he should revise his 
packaging and advertising to 
conform with the requirements 
of self-service, this preponder- 
ance of co-operatives is a 


By BRIAN MOORE 
editor, Self Service 


deterrent to immediate action. A 
co-operative self-service store 
may be (and often is) an excel- 
lent example of its kind. But it 
is not always the best market for 
a non-co-operative product. 


Increase during year 


The total of 212 self-service 
stores represents an increase of 
58 over the 1955 total. Thus, in 
12 months, this method of retail- 
ing has expanded in Lancashire 
by 38 per cent. 

The break-down of the total is 
as follows: co-operatives, 189 (89 
per cent); large multiples, six 
(three per cent); independents 
and small multiples, 16 (74 per 
cent); departmental stores, one 
(4 per cent). 

These percentages vary little 
from those of last year, when the 


6+ per cent. All three categories 
of operators have therefore 


national averages. 
@ Continued on page 58 


{Lights in the pian at Blackpool | 


HIS year's Blackpool illuminations have been as bright as ever 

and have included several commercial displays—notably, for 

Guinness, Bovril, Shell, and a new variation of an old nursery rhyme 

for “Jubilee” stout. The complete scheme for commercial displays 

was devised and produced for the advertisers through Wide Publicity 

Ltd., Poster Services Ltd., and Outdoor ry Ltd., by Dominans 
Sites Ltd., under the direction of G. . Webb. 


Largest Sale of any Provincial Evening Newspaper 
- (ABC figure Jan./June "56 — 381,889 copies) 


Read every night by over a million people with money in 
their pockets in the booming industrial north-west 
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From their headquarters in Sandbach, Cheshire, 
Sandbach Transport Limited run long-distance haulage 
services from Manchester and Liverpool to the West 
Country. They had hardly ever done any direct 
advertising. Was it likely that TV would bring new 
business in such a highly specialized field? 


Mr. Unsworth contacted Granada. They suggested a trial 
period of three weeks, with one 15-second run-of-the- 


day spot per week. These spots appeared on July 31, 
August 7 and August 14. 


GRANADA NORTHERN INDEX 
reports: 


3 Granada spots 
bring in £20,000! 


Enquiries started coming in 
to Sandbach Transport the 
morning after the first spot 
appeared. By the time the 
third spot had been 
transmitted, eighteen 
enquiries had been received— 
nearly all of which resulted 
in immediate business. 
One order alone is worth 
£15,000! 


Altogether their three spots 
on Granada have brought over 
£20,000 in new business! 
Further examples of the 
effectiveness of Granada 
advertising will be pub- 
lished regularly. 


GRANADA TV NETWORK 


149 Regent Street, London, W.1. REGent 8080 
Granada House, Water Street, Manchester 3 
DEAnsgate 7211 
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Now T.V. 


We have been 
producing good 
publicity for more 
than a century 
and have become 
masters of Print, 
Press and Poster 
in the process. 
This wonderful 
experience, 
combined with 
the cordial 

_ relationships 

built up through 
the years, gave 
us a flying start 
when Commercial 
T.V. came. 
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We now have a, 
number of T.V. 4 
campaigns actually ‘ 
under way and ‘ 
' 
i 


have a team who 
specialise in this 
exciting new 
medium. 

We - and T.V. - 
get RESULTS! 
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LANCASHIRE AND THE NORTH-WEST 


Self-service makes 
steady progress 


Throughout the country the 
co-operatives account for 594 
per cent of self-service stores— 
30 per cent less than the pro- 
portion in Lancashire. Nation- 
ally, the multiples have 25 per 
cent of the total number of 
ae tee ss or about 
eight times the proportion in 

- Lancashire. The independents 
and small multiples have 15 per 
cent of all self-service stores in 


ncashire figure. 

There is no store in Lancashire 
which can truly qualify as a 
supermarket although, doubtless, 
two or three of the larger co- 
operative societies have plans for 
stores selling al] types of foods 
on self-service under one roof. 
In a conservative area it takes 
time to change customers’ shop- 
ping habits; and neighbourhood 
shopping (to use a convenient 
American -term) is so well-rooted 


in the county that the prospects 
of supermarkets during the imme- 
diate future are limited. 


On a smaller scale, however, 
self-service is making not incon- 
siderable progress in the North- 
West. Among the more interest- 
ing developments since the last 
review have been the opening of 
an excellent self-service shop in 
Liverpool by a private trader, 
R. Wood; the entry of Redman 
Ltd. (a multiple firm in the large 
Moores Group) into the move- 
ment with a self-service shop in 
Rochdale; and the opening of a 
seif-service branch of Wool- 
worth’s in Northenden, Man- 
chester. 


To sum up: Self-service is 
spreading as surely in Lancashire 
as elsewhere—although its rate 
of expansion outside the co- 
operative movement is a good 
deal slower. 


Morecambe went 100 p-c. 
for milk—and want it again 


WO Lancashire towns took 

part in June Dairy Festival 
—Morecambe and Wythen- 
shawe. Morecambe’s Festival 
(June 25-28) made national 
news, and was a particularly 
good example of what can be 
done in a_ seaside resort 
thoroughly accustomed to pub- 
licity and its methods. 

During the last week of June, 
there was hardly any event which 
did not have a milky flavour. and 
neighbouring towns (Heysham, 


Lancaster and Carnforth) were 
brought into the activities. 
Morecambe’s publicity manager, 
W. M. Marshall, and his staff, 
threw themselves into the Festival 
with immense enthusiasm. 

At an inaugural luncheon at 
the Grosvenor Hotel, the mayor, 
W. H. Brooksbank, in company 
with Sir Ian Fraser, MP, G. 
Barley, Milk Marketing Board, 
and Mr. James Hayes, National 
Farmers’ Union, opened the 
Festival. The speech from Sir 
Ian Fraser made headlines all 


Nightingale 


(ADVERTISING) Lid 


NORTH JOHN STREET 
LIVERPOOL 2 


Central 9331 


¢ 


IK ANY LUBLICITY - ANYWHERE | 


During Morecambe’s June Dairy Festival, a heat of the “Miss Great 
Britain” contest was held in the Super Swimming Stadium—and 
“Milk Girl’ Zoé Newton was brought in to act as one of the judges. 
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‘Maid of cotton 


Chosen by the National Cotton 
Council of America to be 1956's 
“Maid of Cotton,” 21-year-old 
Miss Patricia Anne Cowden was 
in this country during the summer 
as part of a European good-will 
tour. While in Manchester she 
helped model wholesale dresses. 


over the country. One section 
of it was: 

“Britons must drink more 
milk and eat more of our own 
cheese, butter and cream, or 
else agriculture will face an 
economic crisis, during the 
next year or two, of extremely 
serious dimensions.” 

The Dairy Exhibition at the 
Parish Church Memorial Hall, 
Morecambe, was seen by nearly 
3,500 people, and the public 
milking of cows near the Super 
Swimming Stadium drew 1,000 
spectators a day. There were 
film shows, a “Tiny Tots” beauty 
competition, bowling tourna- 
ments with free glasses of milk, 
talent and sand drawing compe- 
titions, baby shows and whist 
drives. “Dairy Cookery Weeks” 
were organised by the North- 
Western Gas and Electricity 
Boards. 


Contest of beauty 


There were 61 entrants for the 
“Dairy Princess” contest, which 
was judged by stars from local 
shows and Zoé Newton—who 
was also guest of honour on 
board HMS Comer and helped 
to judge the “Miss Great Britain” 
preliminary heats. 

Morecambe’s Festival was 
featured in the BBC “News from 
the North.” 


perceptibly 
during that week, and there is 
no doubt that the Festival was 
extremely popular and achieved 
its purpose all round. 


So much so, indeed, that 
Morecambe want to hold another 
in 1957. 
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he paper that gets 
around Merseyside! 


THE LIVERPOOL 


EVENING EXPRESS 


South Lancashire 
and Cheshire 


99,456 


Copies per week 
London Representative: Gee 


134 Feet Street 36/- 


Tel. Fleet Street 6329 FLAT 


Going concerns are for ever seeking to widen their seope and give 
better service to an increasing number of clients. 

With this aim in view we are to oceupy larger and more modern 
offices, where, we hope our friends and others who are going places, 


will visit us. 


HENRY PYBUS LIMITED 


SPINNEY HOUSE 
CHURCH STREET, LIVERPOOL 


idvertising . Commercial Art . Industrial Design q> 
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CS 


The mark that 
has appeared on 
some of the best 
Advertising for 


over 35 years 


\s 


HERBERT 
GREAVES 
LIMITED 


Marketing Advisers and 
Advertising Consultants 


6 BOOTH STREET 
MANCHESTER 2 


INCORPORATED PRACTITIONERS IN 
ADVERTISING 
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LANCASHIRE AND THE NORTH-WEST 


Great opportunities exist in 
this part of the world for 


trade exhibitions 


A fine region for shows— 


but many chances missed 
By OUR EXHIBITIONS CORRESPONDENT 


LANCASHIRE can pride 
herself on having within 
her borders two of Britain’s 
greatest cities, the seaport City 
of Liverpool and the City of 
Manchester, with its twin city 
of Salford. 

Further it boasts the great sea- 
side Mecca of Blackpool. There 
is, thus, the industry and the 
population (1.5 million priyate 
households in a _ concentration 
second only to London) to assure 
success to any exhibition held 
within its borders. It is, there- 
fore, rather a shock to find rela- 
tively few major exhibitions held 
there. 

Surely here is one part of the 
country where there is room for 
more. 

Are the facilities there? 

Let us take a look at Black- 


Here is the ideal centre for 
the joint exhibition and con- 
ference. Hotel accommodation 
of the best, a host of land- 
ladies ready to buy, theatres 
for accommodation at lectures 
and in the Winter Gardens 
ample space for a major exhibi- 
tion. In fact, during the Gifts 
and Fancy Goods Fair to be 

February, some 
300,000 square feet of space is 
being utilised. 
And look what the town will 
lay on for an exhibition! 


Special trips arranged 

During the fair, British Rail- 
ways will run a daily “Gifts and 
Fancy Goods Special” from 
London to Blackpool, and special 
daily flights have been arranged 
between London and Blackpool. 
The Blackpool corporation and 
the proprietors of the Winter 
Gardens are providing excep- 
tional facilities for accommoda- 
tion and transport as well as 
arranging entertainment for 
visitors. Further, a special daily 
newspaper for exhibitors and 
buyers will be printed in Black- 
pool while the fair is on. 

Blackpool always does things 
in full measure! 

At the same venue, but from 
November 13-24, the West Lanca- 
shire Evening Gazette has 


| organised the “Home and Beauty 


Exhibition.” Available space has 
been booked this year almost 
entirely by local exhibitors. A 
most pular feature of this 
exhibition is the “Miss Black- 


contest, held in the 
Ballroom, 
before some 
people. 


The “Second city of the 
Empire” is the status claimed by 
Liverpool, and while other cities 
dispute that, there can be no 


pool” 
Empress 


Gardens, 3,000 


denying its place as the second | 
seaport of the United Kingdom. | 


{In the sphere of export trade it 
stands unrivalled. 


Vast shipping interests 


The city has immense shipping 
concerns; the Cunard-White Star, 
Canadian Pacific, Blue Funnel, 


Blue Star, Royal Mail, United | 


States, Booth, Ellerman, Pacific 


Steam Navigation, Lamport and | 


Holt, Anchor, Johnston, Clan, 
Brocklebank, Bibby, Furness, 
Hall, Harrison and Yeoward 
lines—all with large fleets of up- 
to-date vessels. . 
Why, therefore, is there no 


Liverpool exhibition for the | 
Rail facilities 


ships’ steward? 
for all Britain are there, air 
services are being extended 
every year, and there are ade- 
quate consular services for 
overseas buyers. 


The principal reason for Liver- | 
pool’s need of major exhibitions | 
seems to be a lack of suitable | 


halls for housing them. It is 
certainly time an Olympia was 
built there. 

In Manchester, the 
Exhibition Hall is the recognised 
venue for exhibitions and many 
important trade functions as 
well as public exhibitions are held 
there at regular intervals. 

During the past 12 months, 
Provincial Exhibitions Ltd. have 
organised a 


ship of the Daily Mail. 
an annual affair which 
place in the spring, and over 
250,000 people regularly attend. 
Another public exhibition is 
the “Home 


the autumn and is sponsored by 
the Daily Sketch. Of shorter 
duration than the spring show, it 
enjoys an average daily atten- 
dance in excess of 10,000. 

The “Building Trades Exhibi- 
tion” will be held there in 
October, and all space for this 
has now been allotted. This is a 
bi-annual exhibition, and alter- 


nates with the London exhibition | 


at Olympia. The area of the City 
Exhibition Hall 


Winter | 


City | 


“Brighter Homes | 
Exhibition” under the .sponsor- | 
This is | 

takes | 


; and Handicrafts | 
Exhibition,” which takes place in | 


premises is | 
approximately 65,000 square feet. | 
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Full 
employment 
ina 
variety of 


Industries 


makes 
East 
Lancashire 
a busy 
buyers 
market. 


Sell successfully through 


Head Office : 


Edgar Street, 
ACCRINGTON 


London Office : 
131, Fleet Street, 
LONDON, E.C.4 
A.B.C. Member 
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e SPOTLIGHT ON SOUTHPORT 


A town with every show 
and conference facility 


HE splendid amenities 

available in Southport 
have made the resort a 
favourite venue for conference 
meetings for many years. The 
town’s popularity as a con- 
ference centre has increased 
immeasurably in the post-war 
period. 

It is recorded that an Evan- 
gelical Conference, attended bv 
some 200 clergymen, was held in 
the Southport Town Hall as long 
ago as 1860. The British Asso- 
ciation met there in 1883 and 
again 20 years later, while the 
first visit to Southport of the 
Trades Union Congress was in 
1885. In the 1890's demonstza- 
tions organised by the Miners’ 
Federation were held in the town, 
attended, according to the 
records, by numbers approaching 
100,000. 


Catering for all 


Realising the need for attract- 
ing large conferences, the munici- 
pality decided to build a modern 
entertainment and _ conference 
hall, which was opened in 1932 
on the promenade. Known as 
the Floral Hall, it has housed a 
great variety of conferences, large 
and small, covering a very wide 
range of institutes, federations, 
associations and societies. The 
building of the Floral Hall made 
it possible to invite gatherings 
too large to be housed in the 
Cambridge Hall, which forms 
part of the Municipal Buildings 
in Lord Street. 

The corporation, through its 
publicity and attractions depart- 
ment, is in a position to offer 
facilities in its municipal halls to 
conferences with delegations of 
50 or, less to the larger bodies 
which have attendances of 1,200 
to 1,600. Where accommodation 


is required for larger numbers, 
the corporation seeks help from 
the owners of local theatres or 
cinemas, resulting in facilities 
being made available for meet- 
ings attended by anything up to 
2,500. The Trades Union Con- 
gress in Southport last year was 
housed in the largest cinema in 
the town. 

Accommodation for con- 
ference meetings is provided 
by the corporation free of 
charge. And, according to the 
wishes of the conference and 
the length of its stay, the 
municipality extends hospitality 
in the form of a civic reception 
with either dancing and cabaret 
or entertainment, or in some 
other way to fit in with the 
conference programme, 

For organisations which prefer 
to arrange their meetings in the 
headquarters hotel, there are a 
number of first-class large hotels 
with ballrooms which can and do 
provide excellent facilities to 
meet these requirements. 


For the many conferences 


which also arrange educational or 
trade exhibitions dealing with 
their activities, facilities are avail- 
able—usually in a suite of rooms 
in the Municipal Buildings and 
On some occasions, when the con- 
ference meetings take place in the 
Floral Hall, a large marquee is 
built in the gardens adjoining in 
order to house the exhibition 
close to the main conference 
venue. 

In addition to the provision of 
accommodation and hospitality, 
the corporation helps conference 
organisers In many ways to en- 
sure the success of the meetings, 
and facilities are offered to dele- 
gates for the use of corporation 
controlled recreational amenities 
in operation at the time of the 
conference. 
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ADVERTISER'S WEEKLY 


National Advertising 


MUST include the 


250,000 population 


of South East Lancashire 


COMPLETE COVERAGE IS GIVEN TO 


THIS INDUSTRIAL AREA BY THE 


ROCHDALE OBSERVER 
SERIES 


ROCHDALE OBSERVER > 


COMPLETE 
HEYWOOD ADVERTISER covennee 
MIDDLETON GUARDIAN [ ——  (A8Ccertified nee 
sales June 1956) 
BLACKLEY & CRUMPSALL 88,338 
GUARDIAN : 


This is the area we serve so well 


London Office: 80 Fleet Street, E.C.4 
Head Office: Drake Street, Roc Lancs. 
Telephone: Rochdale 40141 (5 lines ) 
Telegrams: Observer Rochdale 
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ADVERTISER'S WEEKLY 


FORTHCOMING 
PROGRAMME 
OF EXHIBITIONS 


Organised by 


PROVINCIAL 
EXHIBITIONS 
LIMITED 


in the 


CITY HALL, 
MANCHESTER 


BUILDING TRADES 
EXHIBITION 


Oct. 16th to 27th, 1956 


“Daily Sketch” 
HOME & HANDICRAFTS 
EXHIBITION 


Nov. I3th to 24th, 1956 


FOOD, COOKERY & CATERING 
TRADES EXHIBITION 


Feb. 26th to March 9th, 1957 


“Daily Mail” 
BRIGHTER HOMES 
EXHIBITION 


March 26th to April I3th, 1957 


INDUSTRIAL EFFICIENCY 
& 
PRODUCTIVITY EXHIBITION 


Nov. 5th to 6th, 1957 


Enquiries for particulars of these events 


apply to 
PROVINCIAL EXHIBITIONS 
LIMITED 


City Halil, D rz h eS 
Telephone: DEAnsgate 6363 (4 lines) 
Telegrams: Exhibition Manchester 
London Office: 

167 Oakhill Road, Putney, S.W.I5 
Telephone: VANdyke 5635 


! 


H. G. 
HARRIS 


LTD. 


Incorporated 
Practitioners in 
Advertising 
. 


British and Overseas 


PRESS 
OUTDOOR 


. 
FILM 
ADVERTISING 
. 


33 MERRION ST. 
LEEDS, 2 


and 


26 CORPORATION ST. 
MANCHESTER, 4 


a 


Amidst beautiful 
payne Dales. 


Within easy reach of the In- 
dustrial Areas of the Midlands, 
North-West and North. 


7 
1,000 feet above sea-level— 
a healthy and fentgpensing air. 


Recreational facilities of 
every kind. 


4 
Conferences up to 1,000 
accommodated. 


Tor your proferente— 
THE PALACE HOTEL 
and THE SPA HOT EL 


First-class comfort and 
cuisine. 
@ Assembly Rooms toseat 450. 
®@ Banqueting Hall for 350. 
® Ballrooms, Swimpool, 
Tennis, Squash, etc. 
@ Nearby Pavilion seating 
2,000. 
@ Ample Garage 
Accommodation. 
Under new management 
Write personally to B. K. 
Hewlett, The Palace Hotel, 
Buxton, Derbyshire, or ’phone 
Buxton 2000 for Conference 
Brochure and details. 
I ~<A 


| tories 
| extensions have been built on 
| Merseyside. More than 50 new 
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The skyline of Liverpool as seen in 


“The Urgent West” made by 


Selwyn Films for the Liverpool Corporation. 
Merseyside—progress is 
being written every day 


By ALAN JEANS 


chairman and managing director, Liverpool Daily Post and Echo Ltd. 


URING the past 10 years 
more than 200 new fac- 
and 


large — factory 


manufacturing firms have come 
into the district. 

Three main factors are contri- 
buting to the increasing import- 
ance and prosperity of Mersey- 
side - 

@ The great shipping facilities 

of the River Mersey. 

® Availability of land for in- 

dustrial development. 

@ A plentiful labour supply. 

At a factory on the outskirts of 
Liverpool it is possible to see a 
2,000-ft. long copper tube drawn 
from a single ingot. Only a few 
years ago it was impossible to 
draw tubes longer than 60 ft. It 
was at Liverpool that the jet en- 
gines of the record-breaking Can- 
berra bomber were produced. 

Vital stories of progress such 
as these are being written on 
Merseyside every day. 

There was a time when Mer- 


THE 


‘BOLTON STANDARD’ 


creates public opinion locally. There- 
fore it will sell goods in the town and 
district and make these goods the 
leaders of their line. 

No advertiser will regret ebvarsieine 
in the ‘* BOLTON STANDARD’ 
Best for results. 

It has a large coverage in an area of 
250,000 people every Thursday. 


Fiat rate 9/- p.s.c.i. 


BOLTON STANDARD 
Victoria St., Bolton. Tel. 4742/3 
11S High Holborn, W.C.1. 
CHAncery 8752/3 


seyside suffered from lack of 
industrial diversity and was de- 
pendent largely on the prusperity 
of the port (Britain’s greatest 
after London) and on industries 
ancillary to the port. But this 
precarious position has now been 
overcome. Since the war new in- 
dustries have infused new life into 
Merseyside to make it a thriving 
and prosperous commercial com- 
munity and one of Britain’s most 
important industrial areas. 

On the Cheshire bank of the 
Mersey at Ellesmere Port there 
is a great new concentration of 
industry along the line of the 
Manchester Ship Canal. 

Millions of pounds of capital 
are being poured into this district 
alone. The population of Elles- 
mere Port has increased over 
eight times in the last 50 years. 
Paper mills and oil refineries are 
the new industries to be found 
in this corner of the Merseyside 
area. 


Record tonnage attained 


The tonnage of shipping 
docked in the Port of Liverpool 
last year was  18,244,220—a 
record figure for the port and an 
increase. of 1,041,017 tons on the 
previous year. The magnitude 
of the maritime traffic is indi- 
cated by, for instance, the fact 
that, on an average, tobacco 
worth £18 million is kept in 
Liverpool bonded warehouses. 
After payment of duty it is worth 
over £300 million. 

The value of cotton in Liver- 
pool warehouses is currently in 
the region of £10 million. 

Not only does Merseyside 
offer industrialists port facilities 


@ Continued on page 63 
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200 new factories come 
to the Merseyside area 


for shipments to and from all 

parts of the world, plus active 

encouragement to build new 

factories; the area also offers a 

unique supply of youthful 

labour. There are queues for 
apprenticeships, and of Liver- 
I 800,000 population 
are school children. 

The city’s birth-rate is 32 per 

cent higher than the national 

average. 

To illustrate the spending 
power of the district, there are 
14,000 retail establishments with 
annual sales of £14 million. 

These three factors—the port, 
the land to build and plentiful 
labour—have been the reasons 
why more than 200 new factories 
and extensions have been built 
on Merseyside and more than 50 
outside firms have begun to 
manufacture in the district within 
the last 10 years. 

Within the last three years the 
register of dock labour has had 
to be increased by 2,500 men to 
handle the growing volume of 
traffic. 


New premises established 


Confidence is shown by the 
record building of factories, 
stores, and business premises. 
Work completed includes the £2 
million Exchange Buildings, the 
largest office block in the North 
of England; a £1 million store for 
Littlewoods; a new store for 
Blacklers; and new premises for 
Horne Bros., Austin Reeds, 
Samuels, Du Barry, Matthews, 
Woodhouses and the Scottish 
Life Assurance. 

Work in progress includes the 
rebuilding of Lewis's depart- 
ment store, at a cost of 


£1,200,000; a new multi-storey 
block of shop property in Lord 
Street; a £2,500,000 factory for 
Heinz foods; a £2 million scheme 
for modernising the Huskisson 
Dock; an office block for the 
Pearl Assurance; and a new Corn 
Exchange to replace the old 
premises destroyed by bombing. 

Apart from London, the clear- 
ances in the banking district of 
Liverpool are the largest in the 
country, larger than Manchester 
or Birmingham. Between £45 
million and £55 million passes 
through the clearing houses every 
month. 


Excellent housing record 


The rapid post-war growth of 
Merseyside is shown by 1955's 
housing figures. In the six 
boroughs of Liverpool, Bootle, 
Birkenhead, Wallasey, Bebington 
and Crosby, over 6,500 houses 
were built in the year. In the 
first seven months of 1956, 2,500 


houses were built in the same six | 


boroughs. The new borough of 
Ellesmere Port can boast nearly 
4,000 houses built since the war. 

In this way the local authorities 
are keeping in step with both the 
great increase in industrialisation 


and the growth of population | 


which is now more rapid on Mer- 


seyside than in any other part of | 


the country. Liverpool’s housing 


record is itself a success story. In | 


one estate alone the 5,000th post- 


war house was completed re- | 


cently. 

Similar progress to that of 
Merseyside is taking place in the 
prosperous towns of Widnes, 
Warrington, St. Helens and 
Southport, near to Liverpool and 
within the circulation area of the 
Liverpool newspapers. 


Blackpool's ‘Girl of the Year’ { 


. oa 
aene Cher) | 


. - ors 


A 


A tense moment during the final judging of the “Miss Blackpool— 


Girl of the Year” contest, held at the Empress Ballréom, 


Gardens, Blackpool. 


inter 


The event is organised ‘by the “Blackpool 


Gazette & Herald.” 
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ADVERTISER'S WEEKLY 


YOU CAN'T COVER CHESHIRE 
AND FLINTSHIRE...... 


WITHOUT USING 


The Chester Chronicle 


Series 


@ CHESTER CHRONICLE (with editions for City, 
Country, Wirral and Flintshire) 


@ CREWE CHRONICLE (with editions for Crewe, 
Sandbach and District) 


@ NANTWICH CHRONICLE 
@ NORTHWICH CHRONICLE 
@ WINSFORD & MIDDLEWICH CHRONICLE 


Series Circulation exceeds 


68,110 (ABC. March 1956) 


London Representative: DAVID L. CLACKSON, 
80 Fleet Street. Tel.: Fleet Street 2626. 


Head Office: 27 Bridge Street, Chester. 
Tel.: Chester 20113. 


Advertising Manager: J. GWYNDAF JONES. 


A CHANCE 
TO DO BUSINESS 


IN 
AUSTRALIA 


Australian principal in London until October 12th 
representing Australian Company manufacturing 
some of the best sellers “down under” is anxious to 
meet parties interested in doing business in Australia 
and to negotiate for the sale and manufacture on a 
royalty basis of branded products of merit sold through 
Chemists or Stores. Financing of manufacture and 
sales promotion would be for the account of the 
Australian house. 


Please phone MR. BELLM (Elmbridge 0044) 
or write to 
205, HOOK RD., CHESSINGTON, SURREY 
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ADVERTISER’S WEEKLY 


AD MAN’S 
BOOKSHELF 


US report on— 


cooperative 
advertising 


A RECENT research study 
into retailers’ reactions to 
advertising revealed a con- 
siderable degree of dissatis- 
faction on the part of 
retailers, to the co-ordination 
provided by advertisers where 


television advertising was 
concerned. 
Indeed, it has been reported 


that the launch of one product 
by a well-known manufacturer 
was sadly retarded in one Inde- 
pendent Television Authority 
area by the fact that he had not 
only failed to take retailers into 
his confidence; he had even failed 


to take the elementary precaution 


were 


of ensuring that they 
the 


adequately stocked before 
advertising began. 
Opportune publication 
In such a context, the issue of 
Portfolio 3 in the Printers’ Ink 
“Portfolios for Planning,” under 
the title “How to Get Better 
Retail Support for Your National 
Advertising,” published _—_ by 
Printers’ Ink Books, is particu- 
larly opportune. 
The introductory article quotes 
the findings of a survey among 
@ Continued on opposite page 


Display of lamps| 
i PHILIPS 


EY 
z 
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i 


This white wire display for 
Philips Electrical Ltd. was 
designed and made by Victoria 
Plastics & Designs Ltd. The 


unit has been fitted with four 
black rubber feet and holds two 
different sets of 12 lamps. 


Dispensing is achieved by pulling 
out the bottom packet. 


| 
| 
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COMMERCIAL ARTISTS 


a” job is designing; 
designing posters, booklets, 
leaflets, display, packaging. 


Consult 


FORUM ART SERVICE LTD 
144 SOUTHAMPTON ROW WCI 


Terminus 2201-2 


COMMERCIAL AND 
COLOUR PHOTOGRAPHERS 


ESTO 1917 


23.WEST SMITH 


TUDOR ART AGENCY ITD. 


representing 
FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884! 


VERY RARE 
* photographic ’ 
RETOUCHING 


“ notural "’ retouching 
essential to good advertising 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.1 


COMPLETE STUDIO SERVICE 


142 HEN aCHICKENS COURT 
’ FLEET STREET, £.0.4 
Telephone: Chancery 9266 


1956 


SEPTEMBER 28, 


rai 


RETOUCHING COLOURS 
for Positive and Negative 
Photo Retouching. 

6 Shades of Cool Grey 

6 Shades of Warm Grey 
Matt and Glossy Black 
Brush & Airbrush White 
Negative Opaque Red 
Opaque Vermillion 


10 ccm. TUBES 1/lId. 
Semi-moist button 


colours 33 
LANGFORD & HILL TrD. 
9 WARWICK STREET, LONDON, W.! 


CAUGHT | 
NAPPING 


... plan ahead 


Think about your Christmas card now. 
From the design stage—in the hands of 
experts—to the finished product, Juniper 
Press can meet your individual require- 
ments. For printed and duplicated work 
delivered on schedule and at fair prices we 
are the modern photo-litho printers—who 


GIATS = 


ADVERTISING NOVELTIES 
SCREWY? NO? 


Consult us for 
your Xmas 

- Exhibition - 
Staff GIFTS. 


ANGLO FANCY PRODUCTS LTO 


Manufacturers, 
166, Belsize Road, N.W4 
Telephone: MAI! 0867 (3 lines) 


Best for quality * 


* Best for 
Best for colour * oe 


LEWIS KNIGHT & COMPANY 
8 Chingford Mt. Rd., E.4. LAR 2241/2 


GOOD WILL GIFTS 
FOLDEX 


Unique range of World famous utility 
ifts. “* A joy to use " and to possess. 
or Xmas and al! occasions. 


FOLDEX LTD., 


45a, Mitchell Street, E.C.1. 


retain the tradition that the c 

deserves service. 

HEADINGS @ FACSIMILE LETTERS @ FORMS 

HALFTONE AND LINE  SLLUSTRATIONS 

DIAGRAMS® SALES LITERATURE® CATALOGUES 
REPLY PAID CARDS 


Juniper Press, 19, Great Newport Street, 
Leicester Square, W.C.2. Opposite Arts 
Theatre. COV 0492. 


choose 
artists’ 
VINCI 
brushes 
write now ten brushes or 


Brush Co. 
SI Se. oe Gdns, a w.2 


BLOCKS & DIES 


Enquirie 

te: 

YOUNG & FOGG RUBBER CO.LTD. 
Wimbledon, S.W.19. LIB 6281 (6 lines) 


BRASS BLOCKS & DIES 
Brass blocks or Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal. 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, €.C.! 
CLE 6474 Est. over 40 years 


XMAS GIFTS 
A LARGE ANO VARIED RANGE 
CAN STILL BE SUPPLIED 
DON'T DELAY! 
CONTACT US NOW 


CITY SUPPLIES COMPANY 
36 Copthall Ave., E.C.2 NAT 8251 
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Children = are 
bedgering 
parents. . . 
parents are bad- 
ering shop- 


roducts 
N badges. 
turers will be approachi 


A 
SS HATTON GARDEN, LONDO ci. 
Telephone: HOL, 0139 ae 


UT-OUT LETTERS 


"Te 


Cut-out relief lettering in, 
1S Gistinguished Types 
ready gummed, 

sizes 3/16" 6 12” 


. 7 = 
- LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, WALI. 
j Tel, PARK. 9431 “Sg 


PACKING 


7 j a 


2 rin 7 
= 
} + 


bia. 


2 GREAT CASTLE STREET 
ORFOR® CIRCUS WAY 


noe’ ee» Aron 


. er et 
: J 
~ (Promters) Led 
FIRST-CLASS 


PRINTING AT THE 
KEENEST PRICES 


Telephone  GRAngewood 4254 


J WATSON ono) (5 


TYPOGRAPHIC 
ADAPTATIONS 


set charges 
adapts 


COVENT GARDEN 1522 


Vy 


BASSEIN HOUSE 


Signs Showcords Di: s Posters 
Exhibition Stands Silk Screen Printing 


CB display service Itd 

Directors: H, BARNETT V, STAMFORD 

423-7 ST. ST. LONDON E.C.1 
Rowan 7080 


P MULTIPLE DIS 


DESPATCHING 
SHOW CARDS? 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.1 
CAN 2461 


: leading the way 
i SCOTTISH STUDIOS 
H AND ENGRAVERS LTR 


™ are @. 
Sladeseeliod CITT o0e0-8 
curmmere | - anen aecow- , 


RETIGRAPH 


106. WARDOUR STREET. Wi Tei GER 1602 3.4 


ae 


PLASTIC DISPLAYS 
ILLUMINATED SIGNS 
CHANGING SIGNS 
NEW ‘POINT OF SALE 
ADVERTISING AIDS 


4 reoover oe (P) c1ass Qua 


F 


COUNTRY RATES 


Luffs Printers 


SMALL JOURNALS 
AND COMMERCIAL 


High St., SLOUGH 20037 


WHITE HART STUDIOS 
SCULPTORS > DESIGNERS 


oO! 
Avr & DISPLAY 


SINGLE OR QUANTITY 
DUCT 


la, THE WALDRONS, 
CROYDON, SURREY 
Phone : Croydon 1343 


ADVERTISER'S WEEKLY 


Ad Man’s Book- 
shelf—continued 


38 manufacturers of home appli- 
ances and equipment in the 
United States. These are: 

(1) Most of today’s co-opera- 
tive advertising started before 
World War Il, but post-war 
growth has been widespread 

(2) Few companies leave 
once they get in 

(3) Companies not using this 
form of advertising are always 
studying its possibilities 

(4) Most companies believe 
it is essential in obtaining new 
dealers and in increasing the 
volume of all dealer advertis- 
ing 

(5) Co-operative advertising 
accounts for as much as one- 
quarter or more of some com- 
panies’ entire advertising 
appropriations. 

Three big reasons 
Major reasons for using it are: 
@it ties in and = supports 
national advertising 
@iIt develops brand prefer- 
ences 
@it stimulates sales at the 
local level by identifying 
the nearest place a particular 
product can seen and 
bought 
The experience of advertisers 
marketing products as diverse as 
tractors and foodstuffs forms the 
basis of these reports. Uni- 
formly, the operations described 
indicate success, but here and 
there a note of warning is 
sounded, as for instance: 

“On one hand the advertiser 
sees a chance to get extra mile- 
age out of his advertising dollar 
by paying part of a retailer's 
advertising cost at lower local 
rates, compared with the higher 

@ Continued on page 66 


Corset display | 


This display relating to the 
“Little X” garment from Corsets 
Silhouette Ltd., was designed and 
produced by. Carleton Russell 
Ltd. There is a strong tie-up in 
theme with the current national 
advertising. The price is neatly 
displayed at the front. 
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national rate in the 
media. At the same time, the 
ad message is open to such 
abuses of co-operative adver- 
tising as dealer's discretion in 
media, copy, art and con- 
tinuity.” 
The danger of leaving local ad- 
vertising to the devices of local 


dealers is stressed by more than | 


one writer, but for all such diffi- 
culties a solution is proposed. 


Sharing the cost 


Examples are given of a wide 
variety of dealer co-operation 
schemes, including schemes which 
involve the sharing of the adver- 
tising cost between manufacturer 
and dealer; schemes which call 
for the co-operation of the local 
press in gaining the adherence of 
dealers; schemes which embody 
a full scale “advertising kit” being 
sent out to participating dealers, 


including alternative copy, head- | 


ings, illustrations, and a selection 
of matrices; idea folders, showing 


the retailer how a co-ordinated | 


sales promotion can make his 
profits grow, and sales ideas, in- 
cluding even suggestions for 
counter and shelf arrangement 
and store modernisation. 


Even the plumber is not left | 


out of it, and it is interesting to 
note that while there are more 
than 65,000 plumbing and heat- 
ing contractors in the United 
States, only about one-third are 
“store-operating units,” many of 
whom are untrained in merchan- 


dising techniques. This presented | 


a challenge to the advertiser to 
create a network of aggressive re- 
tailers who could put the industry 
in a position to compete success- 


@ Continued on opposite page | 


| Gardeners’ aids} 


This display of soil warming 
cables and greenhouse heaters 
was put on in the window of 
Carters Tested Seeds _ Ltd., 
London. All the horticultural 
aids were by GEC Co., Ltd. 


same | 
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a QUALITY job 
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PHOTOGRAPHERS PHOTOGRAPHERS 


ENLARGEMENTS 


it 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London, 5.£.! 


& MANCHESTER 
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PHOTOGRAPHY FOR ADVERTISING 


COWDEROY 
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PHOTOGRAPHERS Ad Man’s Book- 


WALTER BIRD 
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Photographic Illustration Ltd 

85 Cromwell Road, $.W.7 


AC.KWARE service includes 
an extensive library of Colour 
and Monochrome pictures 
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Salisbury Sq., London, E.C.4. 
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| agents. 
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shelf_—continued 


fully with other industries for the 
consumers’ money. 


Throughout this series of 
articles one is impressed by the 
degree of detailed aid given by 
the advertising agency in the 
various schemes for dealer co- 
operation. That this function, 
as part of his client-service, 
might well extend down to the 
ultimate phase of the dealer has 
not yet been acknow by 

British agencies. 


diminish as we get closer to the 
customer.” 


Passive British agent 


An occasion can be recalled 
when the conducting of a dealer 
co-operation scheme in this 
country helped to obtain— 
successfully and _ profitably— 
national distribution for the 
American advertiser. Local ad- 
vertising appeared over the 
names of local stockists, and the 
prelude to national distribution 
was a series of carefully planned 


| experimental regional campaigns. 


Meanwhile, somewhat askance, 


| the British agent looked on. 


Unintentionally, emphasis in 


| this review has been placed upon 


the contribution of the press in 
dealer co-operation. In fact, 
however, illustrations are given 
of schemes involving television 
and sound advertising, the use of 
direct mail, of films (particularly 


| in conjunction with retail store 
| demonstrations), of displays, and 
| even of monthly newsletters to 


departmental stores, which also 


| included competitions for store 


employees. 


Review of agreements 


Nor should reference to the re- 
port of the Association of 


| National Advertisers, “Prevailing 


Co-operative Advertising Prac- 
tices,” be omitted. This piece of 
work analyses agreements 
reached by 145 companies in 19 
product groups and indicates that 
55 per cent of the plans were 
offered exclusively to retailers. 
It also draws attention to the fact 


, that equal share of cost between 


manufacturer and dealer was 
found to be most common, and 
that more than three-quarters of 
the plans specified that only 
— and time would be paid 
or. 


Allowing for the fact that a 
publication specifically referring 
to United States and Canadian 
practice must inevitably contain 
ideas which are not applicable to 
this country, this is nevertheless 
a reservoir of information which 
may well contain many valuable 
hints for advertisers and their 
Media owners, too, will 
find it well worth studying, par- 
ticularly in these days when the 
battle for shares of the adver- 
purse is  intensifying.— 
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THIS WAS A CARLTON PHOTOGRAPH 


BOOK JACKET IN COLOUR FOR ‘‘HOME-COOKERY”’ 
ADVERTISER: Crosse & Blackwell, Ltd. 
PUBLISHER: Newman, Neame, Ltd. 


EDITOR: Alan J. Kennard 


“Tr Pen, § ~ A) oo s - . See a re ee - - 5 
a ee ee ee 
AS ges 8 ee ie 4 é = ¢ ae ee 4 a Pra f Re pe Seg te a 
ee Bs a # bs ‘ & rs J ae 
he “es Ks. ‘ . Bes eat. ee a % ts ™ r ag 
ee 2 ae: i ge ae i ‘3 ‘ ee os ; i a 
Oe pee Se oe 4 Do hae. es ia. E ie . és 
gle ae , - oe : : al 5 : 2 oe ie oa cae e ; as AS ee 7 { s 
‘ 5 — Ff es 2 i ae ee . * "i 
‘ vg Xe te jet. aa 4 ‘ Es 
+ =. ae — = ii: 
| ua a A pes e ee es ik 
;  - zz ee oe F ge , 
; G% # f a ae ae e % Fs = . ig ‘ 
, 4 * é e au iia ’ % 
ee Te ets Ss: Doe E ‘ 3 =? = 
«< : } 
i Ea EE EE 
ae ae a eee ee a eS eee DEE A i 4 ee ae oem gk o> Be wee Ze: j 
SS rt He | ae ‘ o 
ee aS mi Ny ae ee aT is a he ae 4 Se a # ie 
ee Fr 8 Sa BAS, $ ., a 
co E " ae =o i ee be : % | i s z BE . 
re F ae #, 4 4 . ¥ 5 a q ce os 2 ¢ way 4 
3 ‘ : ot : : i = sees ee = _— : + - 
— AY A eee aa BS | _* : ms 
a4 z ee Pe. se : se haba calla as % 3 
ed ie. SE a £m ; er es ea i 7 oo a at E 
eh = nag r es . “Sie ee “ tie ‘~ 
; “Tie = % ee Me % : 4 
H Fe ae! 3 ec 5, ¢ ’ ie his te A. " e a 
ee = =——_ oi i ae “ 
| ae eas ; 1 -e — j it . he Bt oe 
i  . off i ae 4 . - . 7 
. ae a a iaies P a 
oo Soe ) a TE ee a aw -. ‘*! < ae so A ' pe. 
ae We s " em Fe, pe ‘ ee “ 2 ‘ Z é ‘ ‘yi Be vas “ : s ge 
Be OO 9 oper ; o : “a 
i ae Y a a a - ’ ii eg 
f “\ . ~~ ne # #E aa : - i “ .. ™ i pie 
. “ > . 4 al & gust, an ta om, ia = 
> — ‘S ee. . ar * ia | 35 & 
ee Ce Fe GS ta a i 5 ota : " Br a 
— Mis 4 be ie i a F oa 5 a 4 as pe eo es 
"nl as Aa ‘ of £ i an 8 al \ See 
> es ap oa 2 “ ge s \ 
: ro *, ee <3 . a i 
ge I Ss NE 
rk * ; ee, i — 
7 , , 3 2 . iz 
as. ; eegr ee ; a eile, Bes a ipa 
¢ Lee " . ‘ 4 ) 
‘ 
eee |) ae 
4 bs wo 
7 — 
a ‘ Pe m” - 
“aM ae: 
Ce ee | 
os 4 » g 
* 3 ant | 
. ie seal © 
Sipe £ f. | 
; ae i 2 2 ! 
C« Bo x a ) 
* Dagt c. | 
eee aS y ‘dee 4 “ FS 
ae. Pat res ee Be 
ss. , a +A ae 
LS 3 Pp v : 
~ La Vial yok a “ 
m hee ee Aa 
- - * : 3 - 
— > cage al tt stein 
> Yr ‘“ — 
> 7 
4 
0: ae ig i | eS F 7a, | eat 2 oe: L Bie 9: ye “3 


SeUPTEMBER 28, 1956 


THE GRAPHIC ARTS 


— A WEEKLY NEWS SURVEY 


This heading is set in Monotype Othello—a sans-serif caps-only face 


with irregular characteristics. 


The “G” 


is very narrow and the letter 


“M”’ is slightly splayed. A variation on the style is Othello Shadow. 


130 young printers attend 


conference 


More than 130 young printers, 
apprentices, learners, journey- 
men, printing office workers and 
master printers gathered at 
Queen's College, Oxford, from 
September 1418 for the Fifth 
Young Printers’ Conference, or- 
ganised by the Joint Industrial 


Council for the printing and 
allied trades. 
A full programme combined 


lectures with works visits, a film 
show and discussion groups—and 
the conference ended with an 
open forum in which all ven- 
tilated their opinions on a variety 
of relevant topics. 

Ample opportunity for active 
participation was ensured by 
dividing delegates into eight syn- 
dicates which discussed problems 
posed by speakers and put for- 
ward reports on their discussions 
and ideas on research and equip- 
ment. 

In particular, after talks on 
“Technical problems and printing 
research,” the practical aspect of 
which was dealt with by Dr. G. L. 
Riddell, Director of Research, 
Printing, Packaging and Allied 


Fast rotary for | 


Northern papers 


The Bradford & District News- 
paper Co.. Ltd. part of the 
Westminster Press Provincial 
Newspapers Group, have placed 
an order with Vickers-Armstrongs 
(Engineers), Ltd., for a _ three- 
unit Scott Vickers Extra High- 
speed Rotary Newspaper Press. 

The press, which will be built 
at the Elswick Works, Newcastle, 
will comprise three double-width 
units, one additional colour cylin- 
der, one double folder and late 
news and seal device—with pro- 
vision for further extension to 
four units. 

It will have three 3-arm maga- 
zine reel systems with automatic 
web pasting equipment supplied 
by the Fuller Electrical & Manu- 
facturing Co., Ltd., who will also 
supply the main drive equipment 
which will drive the press at 
speeds up te 50,000 copies per 
hour. 

The reel system will include 
electrical tension devices with 
means for remote setting from 
the folder control desk. This 
method of web control maintains 
continuous tension regulation 
throughout the normal running 
and web pasting sequence of the 
press, and makes allowance also 
for variation in reel winding. 


at Oxford 


Trades Research Association, and 
the operational aspect by Gilbert 
Smith, associate director, Hazell. 
Watson & Viney Ltd., Aylesbury, 
the syndicates were asked for 
their views on the research pro- 
ject most in need of investigation 
and the single piece of equipment 
most urgently required in a firm 
seeking to increase productivity. 

The young printers were not 
slow to respond to this hypo- 
thetical demand, and their sug- 
gestions for research included 
more durable guillotine blades, 
made preferably of indestructible 
metal, and double-sided adhesive 
film for mounting plates. Their 
ideas for urgently-needed equip- 
ment ranged from an organised 
pre-makeready department to 
plastic mounting bases, and from 
air-conditioning for paper to the 
colour registerscope and lock-up 
gauges. 


Men must be understood 


J. Fletcher, employees’ secre- 
tary of the Joint Industrial 
Council, spoke of the work of the 
Health Committee andthe 
Apprenticeship Authority and 
stressed that before men and 
women in industry can be con- 
trolled they must be understood. 

Continuing the theme, L. E. 
Kenyon, employers’ secretary. 
emphasised the importance of 


JIC District Committees. The 
JIC, he said, had started its 
growth from the centre and 


worked outwards. In 1945 there 
were fifty-six district committees, 
now there are 75. He hoped that 
young people would learn to 
understand one another by get- 
ting together in the way that 
those present at this conference 
were doing, and added an appeal 
to apprentices to take every 
opportunity of mixing with 
management personnel so as to 
promote better personal and 
industrial relations. 


Goes to office on 
his 90th birthday 


John P. Sowry, head of Jowett 
& Sowry Ltd., printers, Leeds. 
celebrated his 90th birthday on 
Thursday of last week by 
attending his office as usual. 
After serving his apprenticeship, 
he founded the firm with four 
friends 68 years ago and is the 
only survivor. Looking ahead, he 
plans a cruise to South Africa 
next year. He enjoys good health 
and his hobby is gardening. 
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The facia of the premises of H. P. Dorey & Co., Ltd., colour printers, in 
Eastern Avenue, Romford, has been redecorated. The company's name and 
description ‘colour printers and designers” are in Perpetua Titling 8 inches 


deep. 


The facia sign against a deep grey background consists of five box 


signs by Courtney Pope (Electrical) Ltd. with 18 inch letters in crimson 


perspex, gold bevelled on a white perspex panel. 


The interior of each sign 


has cold cathode tubing to burn white, and is automatically controlled to 
light from sundown until the early hours. 


PATRA to stage print exhibition 


Some of the latest develop- 
ments in printing and packaging 
research will be shown at an ex- 
hibition to be staged by the Print- 
ing, Packaging and Allied Trades 
Research Association at Manage- 
ment House, 8 Hill Street, 
London, W.1, on October 23 and 
24. The exhibition will be similar 
to the one shown in June to 
coincide with the Association's 
annual general meeting and 
luncheon. 

On October 23 the exhibition 
will be open from 2.30 p.m. to 
9.0 p.m. and on October 24 from 
11 a.m. to 5.30 p.m. Admission 
will be free and the exhibition 
will be open to anyone in the 
printing and packaging industries. 


Divided into three sections 


The exhibition will cover 
Patra’s main activities of re- 
search, answering technical en- 


quiries and providing an informa- 
tion and advisory service. It will 
be divided into three sections— 
printing, packaging and informa- 
tion. 

On the printing side, exhibits 
will cover letterpress, stereotyp- 
ing, lithography, bookbinding, 
inks and ink drying fluffing of 
papers and boards and colour 
control. A range of typical en 
quiries will be shown, together 
with several tests for avoiding 
some of the common printing 
troubles. Of particular interest 
will be Patra’s lock-up gauge for 
preventing distortion of the cross- 
bars of chases, a new fountain 
solution and a non-drying rolling- 
up ink for the lithographer. a 
treatment for preventing the rot- 
ting of damping roller covers, the 
“production” model of a test for 
the rubproofness of prints, the 
ISCC colour aptitude test, and 
prints showing how the composi- 
tion of papers and boards can 
affect fluffing. 

One of the main packaging ex- 
hibits will be the equipment at 
present being used to measure the 
frequency and intensity of drops 
in transit. A central point of in- 
terest in regard to cutting and 
creasing research will be the new 
Patra Carton Board Creaser, the 
design of which enables the 


crease depth, groove width and 
groove depth to be varied. A 
humidity chamber used to con- 
dition board for investigating the 
effect of moisture content on 
creasing properties will also be 
displayed. 

In the biology section, Patra’s 
work on the sterilisation of 
various products by irradiation 
will be illustrated by samples of 
tobacco and surgical dressings 
already sterilised by this method. 
Other exhibits will deal with the 
prevention of mould and insect 
attack, a technique for asses- 
sing the efficiency of insecticides 
and repellents against cock- 
roaches and a method of assess- 
ing the degree of fungus resist- 
ance of papers and boards. 

Typical packaging problems 
dealt with by Patra’s Package 
Testing Service will be shown, to- 
gether with working models of 
equipment used for reproducing 
transport hazards. 

In the information section one 
of the main points of interest will 
be an exhibit showing how Patra 
can provide information on the 
very latest printing and packaging 
materials and processes. A selec- 
tion of Patra publications and a 
range of books from the library 
will be displayed. 
Screen printer gives 

talk to Danes 


After attending the Amsterdam 
Screen Printing Exhibition and 
Convention, H. Ashford Down. 
managing director of Display 
Craft Ltd., visited a number of 
screen printing houses in Ger- 
many and Scandinavia. and gave 
a talk to the Danish Serigraphers’ 
Association in Copenhagen last 
week. 

Mr. Down, who is a past presi- 
dent of the DPSPA and vice- 
president of SPPA, concluded his 
talk—called “The Industry with 
a Future’—by showing a series 
of 21 slides illustrating all stages 
in the production of a point-of- 
sale unit for a famous British 
advertiser. He also showed pic- 
tures of the new Display Craft 
factory which is now being 
planned. 
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THEY WATCHED 
500 FILMS 


A FILM festival in Cannes. . . . 
Lovely holiday, not much work in 
that, say those who do not go. 

But ask the delegates, and above 
all the judges, who saw some 500 
films in a fairly warm cinema while 
the sun shone with un-British con- 
sistency outside. 

So great was the pressure on the 
jury, however, that consideration is 
to be given to a suggestion that the 
stay in Cannes—and the ISAS 
Festival is to be held in that delight- 
ful resort every year in future— 
should be longer. 

And no one who went this year 
will mind that. For there was time 
for fun and games... . 
makes 


» shirt 
me,” says Joop 
better than a Cadillac!” 


people look at 
Geesink. ‘‘Ii is 


Palmes de ‘Contact’ 


awarded here He sang Russian 


EN all the circumstances it is per- songs at Maxim’s 
haps fitting that this column should 
award a few Palmes d'Or of its 
own: 

The most charming president's 
wife: Mrs. Ernest Pearl. 

The _ best-dressed man: Colin 
Laird, seen wrapped in a carpet on 
the Croisette at midnight. 

The man with the Casino pallor: 
Johnny Metcalf. 

The imperturbable organiser: 
Peter Taylor (handsomely, publicly 


THe social programme was not as 
heavy as usual: there were fewer 
cocktail parties. This meant more 
evening time to themselves for 
delegates. 

Dimitri de Grunwald sang Rus- 
sian songs at Maxim’s into the small 
hours and beyond—so far beyond. 
in fact, that he missed his early 
morning ‘plane home to London. 

In more respectable hours Joop 


thanked for his tremendous work Geesink, the jovial, great Dutch 
by Ernie Pearl). puppeteer, was the centre of 
The most justifiably disappointed attraction wearing “the world’s 


film producer: Byron Lloyd, for not 
winning an award with the Sugar 
Puffs film. 


loudest shirt." He explained: “It 
draws attention to me better than 
if I had a Cadillac!” 


LOOKING FOR SCRAPER? 


Bien meet MALCOLM MORRIS 
A brilliant specialist in head and figure 
WHY WAIT LONGER? - WHY PAY MORE? 
Specimens & quotations from E. W. SELLAR 


MASTER ART, !2 ORANGE ST. W.C.2. 
Tel: WHI. 2979. 


Dinner jackets 
ae 


"THE formal occasions were 
delightfully informal. Dinner jackets. 
yes; but few speeches and lots of 
fun. 

There was a “Welcome to the 
Festival” party given by ISAS, an 
opening dinner with the municipal 
leaders of Cannes, and a closmg 
dinner at the Casino, at which the 
awards were presented. It should 
have been called a banquet, for the 
meal was the finest served at any 
advertising function since the war. 

All the neat little touches were 
there. For instance, it happened to 
be the birthday of Jacques Zadok, 
vice-president of ISAS. So in came 
a cake ... and he just had the 
strength left to blow out one candle. 


“Happy birthday to you...” 


sang 
the delegates as Jacques Zadok, 
vice-president of ISAS, blew out one 
candle on his cake. 
* * * 

Watching it all with an interested 
eye was Vernon Nye, who will be 
responsible for the organisation of 
next years AA Conference. 

. * * 

There was plenty of visual evi- 
dence that a good time was had by 
all. Some sported bags under their 
eyes—the result of looking too long 
at films, of course. But the flimsiest 
of all was a pair of unmentionables 
sighted on a ledge beneath a certain 
on-his-own delegate's hotel window. 

- . . 

It would be thoughtless to close 
without thanking those members of 
the Festival Committee who worked 
so hard behind the scenes with 
Ernie Pearl and Peter Taylor. They 
were René Stora, M. Rothschild, 
Bruno Kiwi and Pierre Picherit— 
and they did a great job. 


Dimitri de Grunwald—sang Russian 
songs at Maxim's. 
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Festival director Peter Taylor 

relaxes after what Ernie Pearl 

described as “a magnificent job of 
organisation.” 


Menace v. Monster 


Bl WISH that I could reproduce in 
full the very amusing account which 
G. Ronald Jones, a director of 
Gorings Ltd., has provided of a 
race between two contestants whom 
he calls Slim Reg. the Menace of 
Leinster Terrace, and Battling 
Bundy. the Monster of the Loch 
It was held at the swimming pool of 
the Royal Automobile Club, Mr 
Jones acting as started with well- 
known Fleet Streeters looking on 

“Slim Reg” was Reg Richardson, 
advertisement manager of Sporting 
Record and World Sports, and 
Harry Bundy is London advertise- 
ment manager of the Glasgow 
Herald. According to my inform- 
ant, whom I atly refuse to 
indemnify in case of a libel action: 

“The Menace, as he stood there 
shivering in his smart, tailor-made, 
pin-stripe trunks, hatless, looked 
slightly the more likely to float of 
the two if anything happened. but 
it was conceded that the Monster. 
sleek and serpentine in a brief crea- 
tion of nicely assorted polka-dots 
was the most likely winner. 

“A shout, two pushes, and they 
were in. ‘They're off’ was the cry 
As their bow-waves welled over the 
sides of the bath this was seen to be 
only too true—Reg the Menace had 
lost his stripes. .. .” 

* * * 


PuBLic attention has been 
focused on the leather industry by 
the revival, after 70 years, of the 
ancient custom of presenting leather 
fire buckets to the Sheriffs of Lon- 
don. At the headquarters of the 
London Fire Brigade, Chief Officer 
F. W. Delve handed over the 
buckets, emblazoned with the Coat 
of Arms of the City, to the Sheriffs 
—Alderman Bernard Waley-Cohen 
and W. G. Allen. The buckets were 
specially manufactured by S. 

Norris and Co. Ltd.. of Dagenham. 
The event was organised by R. D. 
White, PRO of the Leather Institute. 


CONTACT 
WEEK'S WISECRACK 


~ 


“I said ‘Get a bus from the 

Commercial Motor Show’ 

—and Carruthers bought 
one.” 
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ADVERTISER'S WEEKLY 


ANSWERS 


the intelligent writer’s guide to Mather & Crowther 


! To the successful copywriter every problem is unique. 
He brings to it a trained mind; and solves it in the 
light of experience and imagination. Is he disciplined 
by rules? Yes, but only to the extent that Shakespeare 
was disciplined by the form of the sonnet or Beethoven 
by the symphony. 


2 At Mather & Crowther we consider that sincerity in 
advertising is very nearly irresistible. All good copy is 
an enthusiastic appreciation of what is good in the 
product. That is why it has the unmistakable, unforget- 
table ring of truth. 


3 The best copywriters, men or women, are the most 
adult. These are the writers we seek to employ at 
Mather & Crowther. They know the world and have 
come to terms with it. They are not cynical. They 
write with warmth and humanity. 


4 The good copywriter has a seeing eye. He recognises the 
personality of the product ; and knows that therein lies 
the vitality and originality of the advertisement. 
Originality for the sake of originality is meaningless. 


5 At Mather & Crowther we believe that competition in 


copy comes less from other advertisements than from 
the immense reader-interest of the editorial column. 
In our opinion the editor’s technique is a technique 
to study. 


One reason why first-class copywriters draw top-level 
salaries is because first-class copywriters are so very rare. 
There is no short-cut to good copywriting. It embraces 
knowledge and experience of the whole great field of 
advertising. 


Creative copywriting has three things in common with 
all good writing. It is good English, it is clear and 
to the point and it holds the reader’s interest from beginning 
to end. \f you can write like this, Mather’s would like 
to meet you. 


A good advertisement often starts at a plans meeting 
to which both contribute, the copywriter seeing in 
pictures and the artist hearing in words. 


Copywriting is a creative flair, disciplined and developed. 
Either sex can have it. But so far as advertising to 
women is concerned, we are inclined to believe that “ it 
takes a woman to know where the corset pinches”. 


Write to STANHOPE SHELTON (Creative Director) Mather & Crowther Limited 


Brettenham House Lancaster Place London wc2 
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PUBLICATIONS IN THE NEWS 


‘Best John Bull 
in years 


Extensive advertising in the 
national press, including whole 
pages in the Daily Express and 
Daily Mirror, will support what is 
described as “the finest issue of 
John Boll for several years” next 
week. Instalments of new Mon- 
sarrat and Wodehouse stories will 
be joined by the first part of “The 
One That Got Away,” and the 
issue will include the third “‘do-it- 
yourself’ supplement, and another 
£100 offer for a cover-title. 


* * * 


World Christian Digest claims to 
be the first British religious 
monthly to introduce a series of 
planned supplements on_ special 
subjects. The first of these, in the 
October issue, will be a condensa- 
tion of the booklet published by 
the Advertising Christian Group on 
“Church Publicity.” In November 
the magazine will include a four- 
page directory of suppliers of goods 
and services useful to churchmen. 

na ” * 


The October issue of Rowse 
Muir's Nuclear Power will be the 
first of a series of three special 
Calder Hall issues to mark the 
opening of the plant by Her Majesty 
the Queen on October 17. A total 
of 23 pages in the issue will be 
devoted to an engineering analysis 
of Calder Hall. 


‘A successful agent 
knows which line 


‘\. to take...” 


resent, 


TREFOR JONES, 
says this is the reason for our success. 
agents, our line has always been : 
the interests of artists and clients. 
confidence of 60 skilled artists and the many impor- | 
tant art-buyers who benefit by our services. 
represent the talented photographer KENNETH COLE. 


A series called “‘The 


Bible was 
Right” will start in the London 
Evening News on Monday. It will 
be based on extracts from a book 
by Dr. Keller. A publicity drive for 
the series will include London 
Underground posters, leaflets, cir- 
cularising schemes and double- 
crown bills. 

* 


* * 
M’Naughtan & Sinclair Ltd., of 
Glasgow, have announced that from 
Monday their Scottish Electrical 
Engineer will be - represented in 
London and the South by Philip J. 
Bond, of aoe = Bond a. 


A 16pa e sedis booklet, 
a Wonderful Dressmaker,” will 
included in Woman next week. 

~ * * 

National and provincial press 
advertising will be used to promote 
sales of the October issues and the 
first two issues in November ot 
Everybody’s The October issues 
will contain supplements on “You 
and Your Money,” and the Novem- 
ber ones will contain the first two 
instalments of Volume II of Sir 
Winston Churchill’s “History of the 
English Speaking Peoples.” 

* * * 

The French aeronautical journal, 
Aviation Magazine, is to publish a 
special issue at the end of the year 
devoted to the export side of the 
British aircraft industry. The rates 
are: four-colour full page. 
F.Fr. 150,000; full page black-and- 
white, F.Fr. 80,000 (£82 approxi- 
mately) and pro rata. Representa- 
tives are Albert Milhado Ltd. 


“Be 


D 


Co 


the talented illustrator we rep- 
As 


We also 


When you need examples of 
his, or other artists’ work, 
do please give us a ring. 


A.S. KNIGHT LTD., Artists’ Agents 


GRANVILLE HOUSE, 
Telephone 


ARUNDEL STREET, LONDON, 
Temple Bar 0033-5 


Ww.c.2 


to serve equally | 
Thus, we have the | 


lio = 


PERFUME OFFER 


The November issue of the re-styled 
Woman and Beauty will contain a 
Shape Measure, free with each copy. 
Other features will be a perfume 
offer and a competition with a fur 
stole as prize. Large spaces in the 
“Daily Mirror’ and “Daily Express” 
will advertise the issue. 


* * * 


The Toy Trader and Exporter, 
which in July was acquired from 
W. B. Tattersall Ltd. by = its 
advertisement manager, J. W. 
Speight, has introduced a new fea- 
ture, a section entitled “The Hobby 
and Model Stockist.” Main pur- 
pose is to give the retailer the fullest 
possible advice and assistance in 
catering for the do-it-yourself move- 
ment in hobbies and toys. The 
journal is increasing its agency com- 
mission from 10 ner cent to 15 per 


cent to agencies who observe the 
IPA code of trading. Mr Speight 
continues to handle the advertise- 


ment side of the journal, 
Harris as editor 
* * ca 
From the issue of October 5 the 
Illustrated Carpenter & Builder is 
to increase its price from 4d. to 6d 
the first price increase in the last 
ten years, when the size was 28 
pages a week. It now averages more 
than 80 pages a week 


with Eric 


Printing change 


The Police Review. the British 
Police weekly, is now being printed 
by Gale & Polden Ltd. at the Well- 
ington Press, Aldershot. The pub- 
lishers have changed from flatbed 
to rotary printing in order to speed 
production, but apart from typo- 
graphy there will be no other major 
changes. It is proposed to increase 
the page size to 12} in. by 94 in 
early in the new year. 

* ca * 

The Vereinigte Motor-Verlage 
GmbH have acquired the German 
aviation journals Weltluftfahrt and 
Flugsport, which will now be pub- 
lished under the new name of Flug- 
Revue. It will be published on the 
20th of each month from October 
and advertising rates will be 
DM 1200 (approximately £103) pro 
rata. Circulation will be 10,000 
Representatives are Albert Milhado 
Ltd. 

+ oa * 

The October issue of Harper's 
Bazaar will contain a new record 
in advertisement pages for the pub- 


lication. It will carry 1184 pages of 
advertis¢ments. 
* ok oS 
The October issue of Music 


Teacher wil! be published on Octo- 
ber 5 instead of September 25. This 
revised publishing date will apply to 
all future issues. 
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We Hear 


Scarborough publicity committce 
is to advertise on commercial TY, 
and to extend its newspaper adver- 
tising to attract more visitors. The 
resort will be featured for 10 
seconds on each of two TV holiday 
programmes on January 5 and 19. 

* * * 

There will be 180 stands at this 

vear’s Cycle and Motor Cycle Show 


to be held at Earls Court from 
November 10 to 17. 
* * * 
Yesterday (Thursday) the Land 


port Drapery Bazaar store in Ports 
mouth opened an exhibition house 
furnished by House Beautiful. \t 
will close next Saturday 

* x _ 


Peter Hope Lumley will handle 


the promotion of the Shoe and 
Leather Fair which will start on 
Monday at Olympia. 
* + * 
More than 100 electronic 
instruments will be shown and 


demonstrated at the special exhibi- 


tion to be staged by EMI Elec- 
tronics Ltd. at the Royal Hotel, 
Woburn Place, London, WC!, 


from November 28 to 30. 


For charity (1) 


The Fleet Street Players are to 
perform “The Diary of a Scoun- 
drel,” adapted by Rodney Ackhand, 
at the Scala Theatre early in 
December, in aid of NABS. Play 
reading has been taking place during 
the past few weeks, and with the 
cast nearly complete, rehearsals will 
start on ae. 

* 

A emeaae seited by the 
Stockport Express and County Ex- 
press is to be erected shortly on the 
Stockport County football ground 
It will give details of half-time 
scores at other grounds. 

* * * 

The John Bretton PR Organisa- 
tion is handling a PR campaign in 
connection with the Joan Heal 
season at the Cafe de Paris, London 

* * 

More than 200 newspapers and 
agencies in the north of England 
have received first copies of “Who's 
Who in the NFU _ (Northern 
Region), written by Ernest E. 
Milner, North Region PRO to the 
National Farmers’ Union. It 
carries biographical notes on 230 
leading farmers and horticulturists. 


For charity (2) 


The charity seal which the 
Greater London Fund for the Blind 
issues each year as part of its 


Christmas appeal, again features the 
Christmas scene in Trafalgar Square, 
with its Norwegian tree. 

* * * 

In the second year of ee 
Holiday Playtime, run by Eagle 
Girl, Swift and Robin, at 25 selected 
seaside resorts, more than 135,000 
children have entered the competi- 
tions—admission by carrying a cur- 
rent copy of one of the papers— 
and over 12,000 parents. 

* * * 

Changes of address: “Fish Friers’ 
Review” to City Chambers, Infir- 
mary Street, Leeds 1; H & B Rose 
to 79 Wigmore Street. London, W1 : 
Clarke Matthew to 159a Kensington 
High Street. W8; “Shopfitting & 


Display” to 27 Craven Street, WC2; 
JTL Advertising to 
Wolverhampton. 


21 Broad Street, 
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First Issue 


ADVERTISER'S WEEKLY 


ATTOMATIOIN 
Progress 


Published Oct Ist 


The result of many months’ preparation 
and careful research. ... This vigorous 
new technical journal is designed to pro- 
vide Management in all industries with 
vitally needed information about tech- 
niques and equipment which will help A pe 
to make production more fully automatic. hi 


Specimen copy rates & full information on request. 


A Publication of the Leonard Hill 


Technical Group 


STRATFORD HOUSE, EDEN STREET, LONDON, N.W.1 


Telephone EUSton 5911 (10 lines) 


Publishers of the following monthly journals 


FOOD MANUFACTURE, PAINT MANUFACTURE, MANUFACTURING CHEMIST, PETROLEUM, CHEMICAL & PROCESS ENGINEERING, 
FIBRES, MUCK SHIFTER & PUBLIC WORKS, ATOMICS, WORLD CROPS, POTTERY & GLASS, CORROSION TECHNOLOGY, DAIRY ENGINEERING, 
BUILDING MATERIALS, FLOORS, TEXTILES IN INDUSTRY. 
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ADVERTISER'S WEEKLY 


> 


NAPPER, 
STINTON, 
WOOLLEY 


HOWARD 


PNEUMATIC 


sauces, etc, 


Stratford House, 
9, Eden St., London, N.W.! 


\ 


FOOD MANUFACTURE is one of the 


LEONARD HILL TECHNICAL GROUP | 


aint 


anufacture 


aramount 


edium 


for advertising to 
the Suriace Coating 
Industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.! 


ENGINEERING | 


to reach makers of preserves, | 
pickles, milk products, soups, | 


FOOD MANUFACTURE | 


Hotpoint introduce a new washing 
machine in Lancashire area 


At a press lunch in Manchester last week details were announced of 
the advertising campaign to launch the new Princess washing machine 
made by the Hotpoint Electric Appliance Co., Ltd. 

The machine has been designed to meet as near as possible the average 


needs of the house today. 


The action of the larger Hotpoint washing 
machine has been adopted for a smaller size model. 


It is priced at £56. 


Advertising confined exclusively to North Wales. Lancashire and Cumber- 
land includes half-pages and 11-inch triples im every evening paper in that 


area until the end of the year. 


There are also 25 one-minute and 16 half- 


minute commercial TV transmissions over the Lancashire station. 
The campaign is handled by C. J. Lytle (Advertising) Ltd. 


WILKINSON 
CAS SWORD PAL 


Wilkinson’s Christmas gift promotion 


Part of the Christmas display material that is available to retailers from 


Wilkinson Sword Ltd. 


It incorporates the theme “The top of the tree” 


and “For Christmas give a... 


New products for 
Hoover week 


National Hoover Week, which 
starts tomorrow (Saturday) will be 
marked by the introduction of two 
new Hoover products, the Con- 
stellation cleaner and the new 
Hoover Junior cleaner. 

As usual, Hoover week will be 


| supported by a comprehensive pub 


liaty campaign. Spaces are being 
taken in national and provincial 
newspapers, while many Hoover 
dealers are arranging to tie-in with 
local co-operative advertising. 
Daily, from last Wednesday until 
October 5, all commercial 
stations are carrying 15-second 


| spots, at peak viewing times. 


There will be a large concentra- 
tion of out-door publicity. All over 
the country buses, lorries, railway 
stations and other out-door adver- 


| tising positions will have Hoover 


posters and streamers. 
Handling the campaign are Erwin 
Wasey & Co., Ltd. 


Second TV series 
for OK Sauce 


George Mason and Co. Ltd. 
started their second television cam- 
paign for OK Sauce this week. This 
will be linked with the press cam- 
paign by using, in animated form, 
the two child characters who have 
become a feature of their national 
press and magazine advertising. 
Both the London and Midlands’ 
stations will be used for 15-second 
spots. Agents are T. B. Browne Ltd. 


SWISSAIR’S AGENTS 


Swissair have appointed S. F. & 
Partners Ltd. to handle their adver- 
tising from Monday. Media used 
will include national papers and 
periodicals and various trade 


| publications. 
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National coverage 


introduces Dynor 


National dailies and Sundays, the 
Evening Standard, provincial papers 
and high class magazines are in- 
cluded in an extensive schedule for 
Windsmoor (London) Ltd., to intro- 
duce Dynor. 

This ‘blend of Dynel (trade mark 
Union Carbide) and Orlon (Du 
Pont's trade mark for Acrylic fibre) 
is exclusive to Windsmoor. 

It is described as “soft and warm 
like fur but much lighter,” and is 
marketed in four popular fur 
colours. 

The current campaign is_ for 
Windsmoor’s autumn range of new 
coat styles. 


Greenlys Ltd. are the agents 


Agents appointed 


for Merrydown 
John Benington Ltd., and thei: 


associate publicity organisation, 
Fleet Press Services, have been ap- 
pointed to handle advertising and 
publicity arrangements for the 
Merrydown Wine Co 

Merrydown’'s vintage cider drink 
was recently affected by the extra 
tax imposed on ciders above 16 
proof. 

Merrydown have increased the 
Strength from 19° to 24° and are 
now marketing a drink equal in 
strength to the heavier bodied wines 

Ao advertising campaign starts 
shortly in the London evenings, pro 
vincial, weekly and trade press. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


SWISSAIR for S.F. & Partners Ltd. 
Campaign in national papers and 
periodicals and trade press. 

RADNOR DISPLAYS (household 
equipment) ; SAM BOOTH 
(SUSSEX) LTD. (contractors); 
BUILDING & CIVIL ENGI- 
NEERING HOLIDAY SCHEME 
MANAGEMENT LTD.; PER- 
MACON CO. (high frequency 
ignition converters); ME . 
DOWN WINE CO. Acounts for 
John Benington Ltd. 

DAVID SALEM & SON, LTD., for 
Nigel Rainbow & Partners Ltd. 

Cc. B. McALLAN (ENGINEERS) 
LTD. has ceased to be handled by 
Mark Fawdry Ltd. 

J. LYONS & CO., LTD., new break- 
fast food Redibreck, for Colman. 
Prentis & Varley Ltd. No cam- 
paign schedule has been prepared 


yet. 

HIRE PURCHASE TRADE ASSO- 
CIATION, for Ellis Lloyd Advet- 
tising Ltd. 


Campaigns 


HOOVER LTD.., using national and 
provincial papers, commercial TV, 
posters and streamers for 
National Hoover Week. (Erwin 
Wasey & Co., Ltd.) 

ARMOUR & CO., LTD. 
Midlands TV for 
(Alfred Pemberton Ltd.) 

FERODO LTD., using national. 
magazine, trade and technical and 
industrial press. Export cam- 
paigns have been placed in Aus- 
tralia, South Africa, Rhodesia, 
Israel, Denmark, South America 
and the Far East. (Armstrong- 
Warden Ltd.) 

WINDSMOOR (LONDON) LTD., 
using national dailies and Sun- 


using 
Pilchards. 


days, Evening Standard, provincial 
papers and high-class magazines 
to introduce Dynor (Greenlys 
Lt 


J 

WILKINSON SWORD LTD., using 
national magazines, home interest 
and women’s journals during 
November and December 
(George Cuming Ltd.) 

STARCH PRODUCTS LTD., using 
commercial TV on all stations 
(Reid Walker Advertising Ltd.) 

MIDDLETON TOWER HOLIDAY 
CAMP, using national dailies. 
Sundays, popular weeklies and 
selected provincials (Alfred 
Bates & Son, Ltd.) 

GEORGE MASON & CO., LTD. 
using commercial TV on all sta- 
tions. (T. B. Browne Ltd.) 

SHEEPSKIN SHOP, using London 
evenings, national dailies, Sundays 
and magazines for Four Seasons 
fur coats and accessories. (Caven- 
dish Publicity Service Ltd.) 

HOTPOINT ELECTRIC APPLI. 
ANCE CO., LTD., using evening 
newspapers in North-West and 
commercial TV on Lancashire 
station. (C. J, Lytle (Advertising) 


Ad.) 

COLTON BOARD, using national 
dailies and trade press. (Osborne 
Peacock Co., Ltd.) 

FMS LTD., using Scottish and New 
castle papers, trade press, displays 
and dealer promotions to intro- 
duce five new brands of Swel 
vegetables. (Alan Betts Ltd.) 

PULLMAN SPRING-FILLED CO., 
LTD., using commercial TV on 
all stations. (Kingscott Ltd.) 

GEORGE LEE & SONS, LTD. 
using enlarged spaces in family 
and women’s magazines, trade and 
point-of-sale material for Lee 
Target Knitting Wools and Lee 
poet Lurex. (Auld & Tilbury 
Ltd.) 
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Make sure you feature 


in his future 
y bp 
BY ADVERTISING IN hy Gu 


ADVERTISEMENT MANAGER GEORGE H. PHIPPS LUTTERWORTH PERIODICALS 4 BOUVERIE STREET LONDON €E.C.4 
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ADVERTISER'S WEEKLY 
Waiting list for 
1957 stands 


More than 70 stands, a post- 
war record, will show the latest 
advances in drugs, pharma- 
ceuticals, foods, hospital and 
allied equipment at this year’s 
London Nursing Exhibition at 
Seymour Hall from October 15 
to 19, organised by Nursing 
Mirror. 

There is a considerable waiting 
list for stand space in the 1957 
event. More than half the exhi- 
bition’s standholders are national 
advertisers. 

Both the exhibition and Profes- 
sional Nurses and Midwives Con- 
ference, which is running con- 
currently, will be opened by the 
Dowager Marchioness of Read- 
ing. The exhibition and con- 
ference are for the medical, nurs- 
ing, and midwifery professions. 


THE RESULTS 


Live Action (between 61 and 100 
metres): AWwarD: “Das Wunder- 
bare”’ for Persil; producer, Fischer- 
koesen-Film Produktion, of Ger- 
many; film director, Hans Fischer- 
koesen. Diptoma: “Mido,” for 
Mido watches; producer, Les Films 
Pierre Remont, for Arco Film Pro- 
ductions, USA; film director, 
Dimka. Mentions: “Orchestra,” 
for Player's cigarettes; producer, 
Screenspace Ltd., of England; film 
director, André  Sarrut. “Das 
Geheimrezept,” for milk; producer, 
Inselfilm, of Germany; film direc- 
tor, Hell Renard. “What Nature 
Gives,” for Planta margarine; pro- 
ducer NV Cefima, of Holland; film 
director, Umberto Bolzi. “Bei Dem 
Wetter,” for German Railways; 
producer, Film und Funkwerbung, 
of Germany; film director, Walter 
H. Rode. 

Cartoon (up to 100 metres): 
Awarp : “Musica Nuova,” for Berio 
Olive Oil; producers and directors, 
Nino and Toni Pagot, of Italy. 
DreLtomMa: “Mach mal Pause,” for 
Coca-Cola ; producer, Fischer- 
koesen Film Produktion; film direc- 
tor, Hans Fischerkoesen. MEN- 
TIONS: “A Testimonial,” for Black 
& Decker electric tools; producer, 
Pearl & Dean (Productions) Ltd., 
of England; film director, S$. Cox. 
“La plus belle Note,” for Singing 
Magpie sweets; producer and direc- 
tor, Omer Boucquey, of France. 


Hubert Oughton, in pensive mood, after 
much the 


Perhaps he was thinking how 


The new Bovril and Schweppes sign 
in Piccadilly Circus. The photo- 
graph was taken early last Thursday 
morning during a test switch-on. 
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Largest-ever composite sign in 


. ° . 
Piccadilly is 

The lights went up in London 
last Thursday, on a new sign for 
Bovril and Schweppes, in Picca- 
dilly Circus. 

It is the largest composite sign 
ever to be erected in Piccadilly 
Circus. It was switched on by 
Mrs. Emma Bruce, the well- 
known flower seller, who has sold 
flowers in the Circus for over 
50 years. 

The sign occupies an area of 
almost 3,000 square feet, is made 
up of nearly 9,000 feet of neon 
tubing. It has taken over five 
months to complete. 

The Bovril sign occupies the 
top section of the site and is 
60 feet long and 32 feet high at 
the centre. 

The Schweppes part of the 
sign occupies 62 feet by 34 feet 
and was designed by Misha 


switched on 


Black, of the Design Research 
unit. 

The Electric Sign Co. were 
responsible for the erection of the 
sign. 

At a “switching-on” party at 
the Criterion Restaurant, which 
is directly opposite the sign, Lord 
Luke, of Bovril Ltd., said that 
it was in the best traditions ol! 
the Circus to have a ceremony to 
switch the lights on. 

Sir Frederick Hooper, chair- 
man of Schweppes, said that they 
now had half as much light again 
as that of the Coca Cola sign on 
the other side. 

Miss Zoe Gail, who sang “I'm 
going to get lit up when the 
lights go up in London” to 9,000 
people in Piccadilly Circus in 
1949, was present at the switch- 
ing-on ceremony. 


IN FULL FROM THE ISAS FESTIVAL (xis!,) 


“O.K.,” for Igel choc ices; pro- 
ducer, Les Films Pierre Remont, of 
France; film directors, Chameaux 
et P.H. Condroyer. “Un Regalo per 
ogni Donna,” for Singer; producer, 
OPEC de Nino e Toni Pagot. 
Puppets & Marionettes: Awarp: 
“Philips Lamplichtband,” for 
Philips’ electric lamps; producer, 
Joop Geesing, of Holland; film 
directors, Hank Kabos and Josef 
Misik. DipLoma: “Nestlé,” for milk 
in tubes; producer, Cinéastes 
Associés, of France; film director, 
Raik. Mentions: “Sigella Ll,” for 
Sigella floor polisher; producer, 
Deutsche Dolumentar und Werbe- 
film, of West Berlin; film director, 
Hello Weber. “BX Greift an,” for 
Blendax toothpaste; producer, Joop 
Geesink, of Holland; film directors. 
Jan Coolen and Carl Icke. “Ein 
Geheimnis wird Gelueftet,” for HB 
cigarettes; producer, Joop Geesink, 
a Holland, film directors, Jan 


Coolen and G. Bekker-Knoef. “Il 
dono delle Ore Liete,” for Pergugia 
Products: producers and directors. 
Nino and Toni Pagot, of Italy. 
Animated Models and Objects (up 
to 100 metres): AWarD: “Inter- 
mezzo,” for Barilla paté; producer, 
Sipra Bianchi, of Italy; film direc- 
tor, Paul Bianchi. DIPLoMa : 
“Intermezzo,” for Scandale girdles ; 
producer, Les Films Elbée, of 
France; film director. Bernard 
Lemoine. MENTIONS: “Mehr Zeit 
fuer Freizeit,” for Siemens vacuum 
cleaner; producer, Fischerkoesen 
Film Produktion, of Germany; film 
director, Hans Fischerkoesen. “Eine 
Runde Sache,” for ATA scourer; 
producer, Kruse Film, of Germany ; 
film director, Werner Kruse. 
“Henne Berta,” for eggs; producer, 
Fischerkoesen Film Produktion, of 
Germany; film director, Hans 
Fischerkoesen. “Arborescence,” for 


... and the International Jury 


The international jury con- 
sisted of : Belgium : M. Bouchez, 
president of the Belgian Advertis- 
ing Federation, and Fernand 
Rigot director of the cinema sec- 
tion at the Belgian Ministry of 
Education, secretary-general of 
the Belgian section of CIDALC; 
France: Henri Hénault, president 


a heavy session of judging. 


standard of production has 


progressed since he sat on the jury at the first ISAS Festival at Venice 
two years ago. 


of the French Advertising Federa- 
tion, and Roger Mery, vice-presi- 
dent of French Union of Adver- 
tisers; Germany: Dr. Wilhelm 
Tigges, president of the Central 
Advertising Union of the German 
Federal Republic, and Hubert 
Strauf; Great Britain: Hubert 
Oughton, honorary treasurer of 
the Advertising Association, and 
Lt. Col. A. M. Wilkinson, presi- 
dent of the Institute of Practi- 
tioners in Advertising; Italy: 
Comte Metello Rossi di Monte- 
lera, president of the Italian Ad- 
vertisers’ Union, and Comm. 
Mario Bellavista, vice-president 
of the Advertising Agencies Asso- 
ciation; Holland: Leo Berkel; 
Denmark: T. P. Olesen, president 
of the film section, National Ad- 
vertising Association; Finland: 
Ahti Wainio, chairman, Finnish 
Advertisers’ Association; Spain: 
Don Enrique Vila Mane, vice- 
president of the International 
Federation of Advertising Clubs. 
Also a member was M. Bertrand, 
president of the International 
Union of Advertisers’ Associa- 
tions 


rom page 4) 
Esso; producer, Cinéastes Associés, 
of France; film director, Raik 

CinemaScope or similar tech. 
nique (up to 100 metres): AWARD 
“Les Yeux Fermés,” for Grands 
Magazins du Printemps; producer, 
Jean Mineur, of France; film direc- 
tor, Albert Guyot. DIPLOMA 
“Player's at the Circus,” for Player's 
cigarettes; producer, Pearl and 
Dean (Productions) Ltd., of Eng 
land; film director, Peter Duffell 
MENTIONS: “In den Himmel geho- 
ben,” for Persil; producer, Insel 
Film, of Germany; film director, 
Hell Renard. “Rimes sur Quatre 
Saisons,” for wool; producer, 
Cinéma et Publicité, of France; film 
diréctor, R. Gudin. 

Series of Films (up to 100 metres 
each film): Awarp: “Looking in 
on the Navy,” for Senior Service 
cigarettes; producer and director, 
Bernerd Mainwaring. DIPLOMA: 
“Dutchy,” for dairy products; pro- 
duced by Joop Geesink, of Hol- 
land; film directors: C. Icke, G. 
Harmsen, G. Bekker, J. Balazs, K 
Schade, H. Kabos. Mentions: “Le 
Lou,” for Lou-Brassiéres; producer, 
Cinéma et Publicité, of France ; tilm 
director, Guy Brun. Series for 
wine; producer, Cinéma et Pub- 
licité, of France; film director, Guy 
Brun. Series for Colgate denti- 
frice; producer, Jean Mineur, of 
France; film director, Jean Pierre 
Desty. Series for Corail washing 
powder; producer, Les Films Pierre 
Remont ; film director, Dimka. 

Television Commercial Films (up 
to 30 metres): Awarp: “Ford 
Doetor,” for Ford cars; producer, 
Storyboard Inc., of America; film 
director, John Hubley. Drptoma: 
“Mister Magoo Household,” for 
Reingold beer: producer, UPA Pic- 
tures Inc.; film director, Rudy 
Larriva. MENTIONS: “Red Glove,” 
for RCA Victor television receivers : 
producer, MPO Productions through 
Kenyon and Eckhardt Inc., of 
America; film director, Joe Cohn, 
“Shoe,” for Ford cars; producer, 
Playhouse Pictures; film directors, 
J. Walter Thompson Co., television 
film department. “Hands on the 
Wheel,” for Regent Oil; producer, 
lan Latimer; film director, Derek 
Yorks. “ A Boy and his Ice Cream,” 
for Regent Oil; producer, Ian 
Latimer ; film direetor, Ray Elton. 
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C. A. Milton, Gloucester (left), whose performance of 60 catches won for 
him the 1956 Brylcreem “County” cricket cup and a cheque for 100 guineas, 
was presented with them by Peter May, captain of England, at a reception 


at the Savoy recently. 


Also in the picture is Stuart Surridge, captain of 


Surrey, who received the Special Award cup given to the Surrey County 
Cricket Club and himself as their captain for winning the County Champion- 


ship for five consecutive years. 


The other winners were 


J. C. Laker 


(bowling), A. C. Walton (batting), and J. T. Murray (wicket-keeping). 


‘Absolute frankness’ is needed 
between client and agent 


The many and varied services 
provided by an agency specialis- 
ing in international advertising 
and marketing and the need for 
the closest possible relationship 
between client and agency were 
emphasised by D. G. Bell, a 
director of CPV (International) 
Ltd.. when he addressed the 
Norwegian Advertising Agents’ 
Association in Oslo on Thursday 
of last week. 

The relationship between the 
agency and the client, he said, 
did not just exist between two 
people—one on each side. 

In the agency it should 
permeate throughout all depart- 


Christmas papers 


The council of the Newspaper 
Society has recommended Society 
members in England and Wales 
not to publish morning or even- 
ing newspapers on Christmas 
Day, Tuesday, December 25, and 
ey Day, Wednesday, Decem- 

r 26. 


ments connected with the account 
It should not end just with the 
advertising manager, but should 
be maintained on a _ top-level 
basis, so that the management 
and executive staff of the agency 
were directly close to the man- 
agement and executive staff of the 
client. 

“There must be a_ personal 
understanding between all those 
concerned with advertising and 
marketing, not only in the clients’ 
offices, but throughout the whole 
of the advertising agency. The 
essential quality upon which a 
successful client-agency relation- 
ship is built is one of absolute 
frankness between all concerned,” 
he said. 

The work of an international 
marketing and advertising agency, 
explained Mr. Bell, sometimes 
involved reshaping the entire 


production methods of the com- 


pany, the packaging, the price- 
structure, intensive investigation 
of overseas retail outlets, com- 
pletely reorganising the export 
department, and sometimes the 
agency had to recommend dis- 
tributing agents and terms of 
business, as the result of local 
investigation. 

Mr. Bell concluded: “Without 
the closest possible understanding 
of their clients’ problems, no 
advertising agency can adequately 
provide a service which will pro- 
duce successful advertising cam- 
paigns, which in turn will bring 
about increased sales and 
prestige ” 


‘Look before you buy’ 


The British Standards Institu- 
tion’s Women's Advisory Com- 
mittee is to hold the second of 
its “Look - Before You Buy” 
regional conferences at Rown- 
tree’s department store in Scar- 
borough on October 3. Mrs. 
Marjorie Byrne, chairman of the 
Women's Advisory Committee, 
who is with London Press Ex- 
change Ltd., will be in the chair. 


‘Four truths’ of 
effective 


advertising 


Advertising did not stop at 
slick copy-writing and attractive 
lay-out, stated Charles 
McConnell, in a paper titled 
“The Role of Advertising in 
Modern Marketing,” under the 
auspices of the Dublin City 
Vocational Educational Com- 
mittee. 

A good product, proper pack- 
aging, proper distribution, and 
effective merchandising, were 
team-mates of advertising in 
modern marketing, said Mr. 
McConnell, who is chairman of 
— Advertising Service 
td. 

Advertising was concerned only 
with a specific problem, which 
varied from product to product 
and service to service. Whatever 
the product or service involved, 
advertising was no_ longer 
“pushed on the stage for a soli- 
tary performance.” 

Mr. McConnell said the “four 
truths” that the product itself 
must be good, that packaging 
must be of the highest quality 
and design, that distribution 
throughout the trade must be 
obtained before advertising com- 
mences, and that there must be 
properly organised and adequate 
window and counter displays, 
were impressed on every client 
by the modern advertising agent. 

Unless he was satisfied on all 
of these points, added Mr. 
McConnell, “the modern agent 
would advise his client against 
wasting his money on advertising, 
for money spent on a product for 
which these conditions are not 
fulfilled is money poured down 
the drain.” 


‘Old Ben’ concert 


The 12th Annual “Old Ben” 
Concert will be held on Sunday, 
October 21, at the London Coli- 
seum. Artistes who have already 
promised to appear are Kay 
Cavendish, Lucille Graham, 
Ethel Revnell, and Eugenie 
Castle. Tickets are 3s. 6d. to 
£2 2s. 


TV magazine time ‘selling well’ 


A modern department store 
provides the setting for ABC 
Television Ltd.'s new live adver- 
tising magazine, “What's § In 
Store,” the first edition of which 
appeared at 5.55 on Sunday, Sep- 
tember 16. 

Doris Rogers acts as store con- 
sultant, and the first programme 
was introduced by McDonald 
Hobley. 

The story line is provided by a 
young housewife who, shopping 
in the store, discusses with Miss 
Rogers a variety of new products 
on display. This provides the 
framework within which Miss 
Rogers talks about the merits of 
each of the products featured in 


the programme. While she is 
talking a display for the product 
is kept in camera, and each pro- 
duct is, where possible, demon- 
strated. 

It is claimed that advertisers 
have “responded  enthusiastic- 
ally.” Practically all time in the 
programme, which is transmitted 
to week-end viewers in the North 
and Midlands, is sold until the 
end of the year. 

“What's In Store” is handled by 
ABC’s special magazine unit—k®, 
Crockford (account executive) 
and Sally Kenrick (script writer) 
—and is produced by S. E. Rey- 
nolds and directed by Ben Chur- 
chill. 


ADVERTISER'S WEEKLY 


As part of their campaign to publi- 


cise their new range, Triumph 
Foundations (London) Lid. have 
had special displays designed and 
built for the windows of their show- 
rooms in Buckingham Palace Road. 
Autur Display Organisation were 
responsible for both design and 
execution. 


®@ Continued from page 7. 


ADVERTISERS’ 
TV VERDICT 


that was a matter for individual 
action. 

R. Grundy (information 
officer, Newspaper Society) said 
that while this must remain a 
matter for individual newspapers 
to decide, his Society had issued 
no recommendations that would 
in any way obstruct such a tie- 


up. 

“But why should advertisers 
want to advertise when their com- 
mercial is appearing?” Nicholas 
Royds (G. S. Royds Ltd.) asked. 

“In your commercial would 
you say, “Please look at my eight- 
inch double in the paper to- 
morrow’? Television advertising 
should stand on its own.” 

An allegation about poor- 
quality . presentation led Mr. 
Cooper to urge advertisers and 
agents to visit the contractors’ 
studios to get some idea of the 
—— problems that had to 

surmounted. 

A minor sensation was caused 
when a questioner stated that an 
advertiser who had booked cer- 
tain artistes to appear in his com- 
mercial that evening was in- 
formed that they could not do so 
because they were appearing in 
the cabaret at the dinner-dance 
that was to follow the conference 
and that was going to be tele- 
vised! 

Both Mr. Thomas and Mr. 
Clark pleaded the Television Act. 
which prevented an artiste from 


appearing in both commercial 
and programme. 
Describing himself as a 


“viewer,” a member of the audi- 
ence warned of the danger of an 
adverse public reaction if the con- 
tractors allow advertisers to 
“overbook.” 

Mr. Thomas replied that the 
contractors had agreed among 
themselves to limit the percentage 
of advertising in the programmes. 
“We are well aware that we are 
guests in the home,” he said 
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ADVERTISER'S WEEKLY 


ON SALE FROM NOVEMBER 22nd 


The only medium of its kind 


in Britain 


A NEW 


WEEKLY 


bridging the gap 
between the scientist and 


the businessman 
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ROM November 22nd, a new weekly called The New Scientist will be on sale. 

It will contain news of current scientific developments and discoveries in all fields, 
and authoritative articles by scientists, and it will be written in language that an 
intelligent non-scientist can understand. 

Scientists say that the average British industrialist does not take sufficient interest in 
research. Businessmen, on the other hand, say that there is a prejudice against applied 
science and that scientists will not explain their discoveries in ordinary language. 

This is a formidable gap (for Britain, of all countries, can least afford to lag behind ~ 
in research), and The New Scientist aims to bridge it. 

It will be the only magazine in Britain to do this. 

We confidently expect that both businessmen and scientists will welcome The New 
Scientist very eagerly, for we hope to perform a function that has been needed. 

The New Scientist will be the ideal advertising medium of large industrial accounts, 
for advertisers who wish to speak to scientists, and to businessmen. Especially will it be 
valuable for recruitment, for we are sure that many readers will be found among the 
young, qualified technical men that industry today is so eagerly seeking. 

Rate cards and all information can be had from the Advertisement Manager: Digby Shuttle- 
worth, The New Scientist, Cromwell House, Fulwood Place, Holborn, London, W.C.1\, 

Telephone: HOL 7554. 


THE NEW 
SCIENTIST 


Weekly from November 22nd « Price r/- 


THE NEW SCIENTIST 


(first print order not less than 50,000) Rotary letter- and full particulars from the Advertisement Manager: 
press. Screen 85. Copy date eight days prior to publi- Digby Shuttleworth, The New Scientist, Cromwell 
cation. Rates from £27.12.6 per quarter page. Rate card House, Fulwood Place, Holborn, London, W.C.1. 


PUBLISHERS: HARRISON, RAISON, AND CO., LTD 
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EMER CLASSIFIED ADVERTISEMENTS | MXQXIISSIERTeC 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. per display panel inch. 
E i pn nat meng ng WANTED, 3s. 6d. per line, 40s. per ~ age 2 panel —. All other E be d 
ed classifications, 4s. 6d. per line, 50s, per display panei inch. inimum, mes. Box 
xper enc No. charge, one line plus 1s. covering postage, etc. Series rates on application : all xperience 
SPACE advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 


Weekly,”’ 180, Fleet Street, London, E.C.4. WaATerloo 3388 (Ex. 25). L ETT E RI N G 


(and we mean experienced) 


A medium sized Studio with a reputation for high class work also 
e - . is now able to engage additional artists who are capable of 
required for established en- working to the same high standard. 


— er ca tg There are immediate vacancies for G E | E kK A L 
or salary and commissi i 
applicant prefers. This job LETTERERS A RTI Sy T 
could have real prospects for a RETOUCHERS | 


man of ability and energy. 


Should be completely familiar GENERAL ARTISTS 
with technical accounts and 


& 
agencies. Write giving fullest TECHNICAL ARTISTS ee 


. : m | If you feel that your work is such that you can contribute something to an 
particulars in complete, repeat already successful team, we would like to hear from you, stating age, Phone or call 
complete, confidence to experience and salary required. A pension and free life assurance scheme 


se is in operation. aia Se CREST PUBLICITY LTD. 
20s Advertiser's Weekly 180 Fleet St EC4 | 76 NEW BOND STREET 
Grosvenor 3026 


required 


Advertiser's Weekly 180 Fleet St EC4 


LETTERING. This is the chance for ADVERTISING DEPARTMENT _re- 
$ 3 unc a 20-2 -apes 
DESIGN. We have room for a fully |  Gially if you are male, hale, bags of | a creative fast and capable of foisted |GENERAL ARTIST required {or 
experienced designer able to initiate experience and aged about 25. Wedo | artwork Position is permanent apumey Studio Lettering essential 
ideas and produce roughs for pack- good work so why not join ?—H. and superannuated, and offers considerable om giving details of experience and 
aging, point-of-sale material, etc., and A. Dix Lid., 12 Great Newport Street, scope in the design and production of oa te required. Joughin Advertising, 
generally enjoy himself under pleasant W.C.2. leaflets, sales aids, displays, exhibi- 23 North Street, Guildford, Surrey 
——- ee ee company FIRST-RATE ARTISTS WANTED. | tions, etc Write, giving full details WEST END ADVERTISING AGENCY 
is Studio has growing pains after Pleasant studios off Baker Street. of experience and salary required, to has vacancy in accounts department 
ewe By: “a ara te Le Please telephone for appointment Advertising pe f ee a. for Clerk/Typist. Knowledge of Poster 
. oo ; % 21. ‘ S ‘ North Circular oad, Stonebridge Advertising Accounts and Contracts 
12 Great Newport Street, W.C.2. PAD 5228. John Comp ages Park, London, N.W.10 essential. “noel by letter only C. 
GENERAL ARTIST, experienced, re Lytle (Ou Pobiix »C. J, 
TECHNICAL AUTHOR required for quired by West End Agency Good | ESTABLISHED Birmingham Studio oe, — ublicity) Ltd., 2, 3 
busy Publicity Department in go-ahead standard in lettering and finished art | shortly to be formed into Limited an an Street, London, W.1! 
West Riding Engineering Group. Must work for reproduction in line and tone Company invites applications from TECHNICAL ARTIST required with 
be experienced and able to produce | for press advertisements, etc., essen- first-class Visualisers and finished ability to produce’ layout for Adver 
lucid, modern Sales and Technical tial, Write, first instance, experience, Artists for appointment after proba- tising Also a first-class Retoucher 
literature. Apply without specimens at age and salary to Studio Manager, tionary period as Executive Directors wanted. Bonus and pension schemes 
first to West End Advertising Agency, Ltd.., on salary and profit-sharing basis. operating. Write 
Box 4513 Ad. Weekly 180 Fleet St EC4 1-9 Hills Place, Oxford Street, W.1. Box 4520 Ad. Weekly 180 Fleet StEC4 | Box 4600 Ad. Weekly 180 Fleet St EC4 


Lone OPPORTUNITIES 
Hair AT OELRICHS 


a n d a Congenial positions in leading provincial agency for: 


wri 1. STUDIO MANAGER 
Prairie Must be thoroughly competent in all branches of 


advertising art (including figure work) and be fully 

* conversant with all printing processes. Previous agency or 
i r a | studio experience and ability to control and direct studio 

staff of ten essential. 

‘ are simply not enough. We want a 

visualiser who really has talent; a man (or 2. COPYWRITER 

woman) who injects class into every job he Must have the advertising background, the versatility, 

does ; who would be ashamed to put down and the imagination to produce forceful, selling ideas and 

a design for an ad. that did not show intelli- copy for a variety of interesting accounts, national and 

ie ; local, consumer and technical. 
gent thought, an insight into what does, and 
what does not, get itself read, and craftsman- Generous salaries, pleasant working conditions, 


like execution. We'll pay. Please write, giving non-contributory pension scheme and five-day week. 


, nee i Assistance with housing if necessary. Please write, giving 
experience and salary required, to : full details of training and experience, to: 


The Managing Director The Creative Director, 
GRANT ADVERTISING LIMITED | OELRICHS ADVERTISING LIMITED, 


Registered Practitioners in Advertising, 
36 Grosvenor Street, London, W.1 53 Wostenholm Road, Sheffield 7. 


| 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


| 


Young SALES 


SENIOR EXECUTIVE of nationally known 


TYPOGRAPHER | company requires REPRESENTATIVE 
POR be | CONFIDENTIAL SECRETARY /P.A. mahoniy 


required by —preferably over 30. well-known leading 
F Publicity Department | Exceptional organizing ability and sound shorthand Display & Exhibition 
; i . Mai alificati : 
for advertising layout & display | | typing taken for granted ain qualification the Contractors 
ability to consider job beyond all personal con- 
material, etc. | siderations. Must be prepared to live in East Wonderful opportunity for 
Write Anglia. right man who has ability for 
Box 4572 Write full details and salary required introducing new business. 
an Sn Box 4519 


‘ Advertiser's Weekly 180 Fleet St EC4 Advertiser’s Weekly 180 Fleet St EC4 


Advertiser's Weekly 180 Fleet St EC4 


A Ls PUBLICITY MAN is re- ag 

“ as quire Y an engineering company to I Ss Te- 

fYPOGRAPHER /LAYOUT Artist with | co-ordinate the production of sales quired, preferably young man. Ex ASSISTANT required in Publicity De- 
really first-class knowledge modern | brochures and service manuals, to be perience in this direction, or other partment of well-known domestic 
taces for West End Agency. Must be | responsible for the distribution of journalistic work essential. Ability to appliance manufacturers in West End 
quick thinker, able prepare slick | publicity matter, and to co-operate interview, write features and work on The appointment is for a keen, young 
roughs and finished layouts, and critic- with advertising agents in the prepara- own initiative. Knowledge of print man, age 24-28, with a general pub- 
ally appreciative both of initial re- tion of trade press advertising. This production an asset. Applications in licity background, including sound ex- 
quirements and work in course of is a progressive position for @ man writing, with fullest details of experi- perience of home and overseas press 
production. Excellent saiary and pros- with ideas (preferably with advertising ence, age and salary required, to advertising, print and production 

2 pects agency experience) and ability to write Personnel Manager, Pressed Steel Contributory pension scheme and good 
Box 4568 Ad. Weekly 180 Fleet St EC4 plain English. Please send details of Company Limited, Cowley, Oxford. staff conditions. Write, stating age, 

INDUSTRIAL PUBLICITY. Principal education, experience and salary re- | { ONDON STORE PUBLICITY experience and salary required, to 

of small London agency handling > quired to Managing Director, Prince- MANAGER (female) requires Personal Box 4553 Ad. Weekly 180 Fleet St EC4 
portant industrial accounts seeks Smith & Stells Lid., Keighley, York- Assistant (female preferred). Age 24- ORDER and Progress Clerk wanted for 

‘ competent assistant with flair for pre- shire ‘ 28. Some advertising experience (e.g Printing Office Age 25-35 years 
senting technical subjects in an WANTED, First-class representative for layout, production, copy) essential Good prospects for man with experi- 

, effective and forceful manner. Un- Point-of-Sale Display and Electric Store training an advantage Staff ence and good personality, Write, 
limited scope and support for the right Signs, with connections preferred canteen Apply, in writing, stating stating experience and salary required, 
man. Write in confidence to Apply age, past experience, etc., to to S. Sidders & Son Ltd., 115 Salus- 
Box 4549 Ad. Weekly 180 Fleet St BC4 Box 4555 Ad. Weekly 180 Fleet Si EC4 Box 4540 Ad. Weekly 180 Fleet St EC4 bury Road, Queens Park, N.W.6 

‘ 


ACCOUNT | Waddicors 
EXECUTIVES | HAVE VACANCIES FOR 


Straining at the leash | Two 
Layout Men 


provipeo (a) You have commonsense 


; (b) You know your job Two young men are required to act 
as assistants to an art director. They 
(c) You get on with people should have a sound knowledge 
| (d) You are ambitious of typography, and be capable of 
: ; interpreting visuals to client's pre- 
—we have the very job you're looking for. It sentation standard. Interesting ac- 
is well-paid and highly responsible; it is a counts, pension scheme, and canteen 
take-off point to success; it is yours. . . if facilities. 


you’re good enough. Please write to: 
Write or ‘phone for appointment to 


Box 4537 FREDERICK A, HORN 
Advertiser’s Weekly 180 Fleet St EC4 T. BOOTH WADDICOR & PARTNERS LTD 
‘ 38 PARK STREET . LONDON wl 
IMPORTANT: There is no danger of writing GROSVENOR 7511 


to your own firm—all our people have seen this 
ad. already! 


| 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


PENTAGON 


want another 
studio 
representative 


Ring INGLES or GLADWIN 
Pentagon Design Services Ltd. 
36-38 Rupert Street, W.1. 


GER : 6721 


YOUNG COPYWRITER required with 
time to spare, boundless ambition to 
help build a young progressive agency; 
could lead to great things 
Box 4595 Ad. Weekly 180 Fleet St EC4 


YOUNG ARTIST 


with layout and retouching ability (also 
knowledge of typography) required by 
trade journal publishing house. Write 
Stating age, experience and salary expected. 
Send no specimens. 


Box 4698 
Advertiser's Weekly 180 Fleet St EC4 


GRAMOPHONE RECORD DIVISION, 
Philips Electrical Ltd., require for the 
supervision of the production of record 
sleeves a man with typographical 
knowledge, appreciation of good de- 
sign, and relevant experience, for ex- 
ample with book jackets. Interest in 
music an advantage. Starting salary 
according to experience and qualifica- 
tions. Apply stating present salary to 
Employment Officer, Ref. 882, Cen- 
tury House, Shaftesbury Avenue, 
W.C.2. 


COPYWRITER 
(technical) 


to work under ——. manager of 
an expanding company in Enfield: some 
radio and television background and 
experience of writing concise copy are 
essential. 

Advertisers are well established and 
can provide excellent prospects for an 
able man of 25 to 30: permanent, 
pensionable position: our staff know of 
this vacancy. 

Applications stating age, education, 
experience and some indication of salary 


required. 
Box 4523 
Advertiser's Weekly 180 Fleet St EC4 


COPY Detail Production man wanted. 
Technical and National accounts. 
Also layout and ideas man. Harw 
Press, West Street, Harrow. 

TECHNICAL ARTIST with experience 
of making exploded views is urgently 


required to illustrate technical pub- 
lications. Man with practical auto- 
mobile engineering experience pre- 


ferred. Please apply to 
Box 4593 Ad. Weekly 180 Fleet St BC4 


PUBLIC 
RELATIONS 
Wanted 


Editorial staff with particular 
experience of the fashion, beauty, 
motor, cycleand electrical trades. 


Secretary. 


Please telephone GERrard 
8811 for an appointment. 


82 


CLASSIFIED ADVERTISEMENTS 
|__APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


MEDIA MANAGER 


A medium sized agency, nationally known, offers an 
opportunity for a man or woman with a wide 
knowledge of media. 


Applicants must have a sound knowledge of the 
techniques of media planning in all spheres and be 
capable of creating media schemes which dovetail 
into the overall marketing plan. 

To a man or woman with these qualifications, plus 
an ability to organise and control a department, a 
four figure salary will be paid. Our own staff have 
been advised. 

Apply to Managing Director, 
Box 4594 
Advertiser’s Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT 
by agency handling 
technical accounts. Man with three to 
four years’ experience. Prospects for 
advancement in Production sphere. 
Five-day week, pension and luncheon 
voucher schemes. Write fully, The 
Secretary, Allardyce Palmer Ltd_, 109 
Kingsway, W.C 


required 


OPPORTUNITY arises for bright, cap- 
national and 


able person to enter lithographic field; 
assist in preparing text and illustra- 
tions for reproduction Might suit 
draughtsman or draughtswoman with 
fine line and keen sense of accuracy 
and positioning Excellent salary and 
prospects. London, 

Box 4569 Ad. Weekly 180 Fleet St EBC4 


WANTED FOR TYNESIDE 


New large circulation Tyneside pub- 
lication with strong woman's appeal and 
other attractive selling points seeks 
enterprising advertising space repre- 
sentative. Write 

Box 4592 
Advertiser's Weekly 180 Fleet Sc EC4 


Opening for 


AMBITIOUS YOUNG WOMAN 


as business manager new group design 

consultants. Essentials: interest in 

design, persuasive personality, typing. 

Good basic salary. — prospects, 
Box 45 

Advertiser's Weekly 160 Fleet St EC4 


DYNAMIC personality with Ist class 
connections in press and advertising 
worlds required to act as press and 
Public Relations Adviser to Company 
wishing to market revolutionary new 
product. Please write (own hand- 
writing) giving details of self to 
Box 4543 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED ADVERTISING EXECUTIVE 


is required by the British Division of a Large International Organisation 
marketing a wide range of consumer products: 


QUALIFICATIONS 
1. At least 8 years advertising experience, preferably in mass 
market products. 
2. Agency experience. 
manufacturer's side. 
3. Working knowledge of the basic principles of advertising. 
4. General all-round knowledge of all important media, parti- 
5 
6 


OUTDOOR ADVERTISING, Men re- 
quired to negotiate Advertising sites 
in Greater London area. Experience 
preferable but not essential Appli- 
cants must reside in Greater London 
area. Write, giving full details and 
salary required, to 
Box 4541 Ad. Weekly 180 Fleet St EC4 


Preferably also some years on the 


cularly press. 
Ability to institute and carry through complete campaigns 
in conjunction with advertising agencies. 
Initiative. 
7. Ability to get on with other people. 
SITUATION 
London. 
SALARY 
Depending on experience. Certainly not less than £1,000 per 
annum, more probably £1,250 or maybe more to commence. 
IMPORTANT 
Please do not apply unless you have the above qualifications and 
you are prepared to accept a large measure of responsibility. 


Please present your application ao’: completely and concisely and 
send to: 


Box 4565 
Advertiser's Weekly 180 Fleet St EC4 


KEEN YOUNG MAN required to take A SECRETARY is 


required for the 
| Media 
| 


charge of production in smal! London Director of a West End 
Agency. Ample scope and excellent Agency. This is a well paid position 
prospects. State age, experience and for a young lady with initiative, ex- 


salary required. 
Box 4588 Ad. Weekly 180 Fleet St EC4 
JUNIOR Advertising Assistant (Male) 
wanted for Advertisement Department 
of leading newspaper published in 
Rhodesia. Essential qualifications are 
education background and 3-4 | 
years practical newspaper or agency 
| 


perience of working with meen and 
the preparation of schedule 
Box 4567 Ad. Weekly 180 Fleet St EC4 
KEEN young man required to assist in 
organising important London Exhibi- 
tion. Previous experience desirable, as 
well as ability to interview potential 
exhibitors. Salary according to age 
and experience. Particulars to 
Box 4566 Ad. Weekly 180 Fleet St EC4 


experience. Fullest details to 
Box 4586 Ad. Weekly 180 Fleet St BC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


SEPTEMBER 28, 1956 


APPOINTMENTS VACANT 


PENTAGON 
want another 
lettering 
artist 


Ring INGLES or GLADWIN 

Pentagon Design Services Ltd. 

36-38 Rupert Street, W.1. 
GER: 6721 


RETOUCHING AND 
ARTISTS required by The Knighton 
Studios, 153 Cheapside, E.C.2 
Please telephone MONarch 2299, or 
write for an appointment 


ADVERTISEMENT REPRESENTATIVE 


Required for N.E. England and Industrial 
Scotland to handle monthly Engineering 
Journal. Good commission. Eesollons 
prospects. 


LETTERING 


Full particulars to 
Box 4544 
Advertiser's Weekly 180 Fleet St €C4 


MEDIA PLANNING DEPARTMENT. 
Leading London Agency requires 
assistant, preferably with previous 
experience of Media Estimating and 
Scheduling. Accuracy with detail and 
figures essential. Interesting position, 
working (under supervision) on major 
National Campaigns. (Own Staff 
advised.) Please write, giving details 
of previous experience and salary re- 
quired, to 
Box 4467 Ad. Weekly 180 Fleet St EC4 


TYPOGRAPHER 


An interesting and progressive 
position is available for an experi- 
enced agency typographer, able to 
produce accurate type mark-ups 
and adaptations. 

Write or ,"phone Creative Director 
CRANE PUBLICITY LTD. 
Adam House, One Fitzroy 

Square, W.1. 
Euston 806! 


EXPERIENCED Artist /Draughtsman re- 


ARTIST, Commercial 


quired, capable of producing working 
drawings and colour visuals 
rough designs An interest in all 
point-of-sale media, i.e., wire, card, 
plastic, etc., advantageous. Progressive 
post. Telephone for appointment, 
ens & Display, Ltd., Chancery 
4. 


Cinema Display 
illustrator, knowledge silk — screen. 
Cinesigns, 36 North Rd., N.7. NORth 
3327. 


Enterprising Advertisement 
SPACE SELLER(S) 


required for new specialised 
publications with unusually 
strong selling points:— 
Experience of the fashion, beauty, 
electrical, motor, cycle, and enter- 
tainment trades an advantage, 
though not essential. 


Please telephone GERrard 8811 
for an appointment. 
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SEPTEMBER 28, 1956 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS. 


ADVERTISING MANAGER of Nation 
wide manufacturing company needs 
an assistant to work on press and 
outdoor advertising campaigns. The 
position may later become one of 
considerable importance and respon- 
sibility. The kind of man needed is 
probably aged between 24 and 30, is 
mtelligent and quick witted, able to 
think straight and willing to work 
hard He will have a pleasant per- 
sonality and appearance and be able 
to pull his weight in a team. He may 
or may not already have some adver- 
tising experience but he must have 
that something in his make up which 
can tell good from bad and right 
from wrong in a layout or a design. 
Normally a 5-day week among 
pleasant people in modern offices in 
West London. Active sports and 
social club. Superannuation scheme. 
Any gentleman who would like to, 
and who feels that he could handle 
this job is invited to apply in the 
first instance, ag A age, experience 
and present sala 
Box 4579 Ad Weekly 180 Fleet St EC4 


TELEVISION 
EXECUTIVE 


A large and expanding London 
Agency with a number of im- 
portant clients is seeking an 
executive for the Television 
Division, where the billing has 
already reached a substantial 
figure and is increasing. The 
man we are looking for should 
be primarily an advertising 
man with a good background 
of Agency experience plus a 
sound knowledge of Television 
procedure. The position is 
more administrative than tech- 
nical, but applicants should 
have the ability to initiate 
schemes, contact clients and 
supervise the preparation of 
scripts and production. Let- 
ters, which will be treated as 
confidential, should outline 
experience and give some 
indication of salary expected. 


Box 4538 
Advertiser's Weekly 180 Fleet St C4 


A DISPLAY / Merchandising Manager is 
required by the Eldorado Ice Cream 
‘o., Ltd., London, S.E.1. Applicants 
must be experienced in the planning 
and preparation of display material, 
the control of display men, organising 
exhibitions and the advertising asso- 
ciated with special outside events. 
Trade Press advertising must be fully 
understood and an appreciation of 
print, copy writing and media 
scheduling is desirable. The position 
is pensionabie and will be adequately 
remunerated. Applications are par- 
ticularly invited from junior executives 
with several years experience and who 
now consider themselves capable of 
taking full control of an expanding 
department. Applications will be 
treated in strict confidence and should 
be in writing addressed to The Staff 
Manager, 64-76 Stamford Street, S.E.1. 


A PUBLICITY OFFICER is required by 
a large engineering factory in the north 
of England. Applicants should have 
some experience of journalism and of 
advertising. Knowledge of engineering 
is not essential; Salary in the range 
£600-£800, according to qualifications. 
Write, giving full particulars of educa- 
tion and experience to Group Pub- 
licity Officer, Brush Group, 
oh Court, Duke Street, London, 


VISUALISER 
REQUIRED 
by 
SAWARD 
BAKER 


Versatile in presentations 
for press advertising, 
point-of-sale and publicity 
material generally. Good 
advertising ideas man. A 
few years’ good Agency 
experience essential. Plenty 
of scope here for growth. 
Salary commensurate with 
experience and ability. 
Please write in first instance, 
giving brief details stating 
age and salary required, and 
naming some Accounts for 
the visualising on which you 
have been responsible, or 
have been mainly 
responsible, to 

The Managing Director, 
Saward, Baker & Co. Ltd., 
27 Chancery Lane, London, 

W.C.2, 


PROOF-READER 


required for high- 
class catalogue work. Ability to write 
sound English and check carefully 


more important than previous proof- 
treading experience. S-day week, 8-5. 
Salary according to age and qualifica- 
tions. Please write stating age and 
full details of previous experience, to 
Box 4585 Ad. Weekly 180 Fleet St EC4 


= 


Phone your classifieds to WAT 3388 (Ex. 25) 


Packaging 


Point of Sale 
Designers 
Wanted 


The new McCann-Erickson House 
now being built gives us an 
opportunity to expand the design 
department. We are looking for 
spirited ideas in Packaging and Point 
of sale material in subjects ranging 
from Cereals to Cosmetics 


Lettering Artist 
Wanted 


Ever thought of working inside an 
agency ? You'll find you'll probably 
get more personal satisfaction from 
your designs, more freedom to 
experiment with new letter forms, and 
a tremendous amount of appreciative 
encouragement to pursue 

initiative and enterprise. 


Write or ‘phone Miss Fiona Holmes for an appointment 
The strictest confidence will be observed. 


McCann-Erickson Advertising Ltd., 
Brettenham House, Lancaster Place, W.C.2. 


Telephone : TEMple Bar 6600 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ANOTHER 
SPACE BUYER 


(lady) required to handle group of 
seeene—-taene. industrial and 
technical. ———— in Space 
Department of agency essential, 


with knowledge of media and 


campaign planning. Please write 
or ‘phone Space Dept., 
8061. 


Euston 


CRANE PUBLICITY LTD., 
ADAM HOUSE, 
ONE FITZROY SQUARE, W.1,. 


A VACANCY occurs with a large firm 
of manufacturing chemists in outer 
London for a well-educated man or 
woman, aged 23-30 years. The suc- 
cessful applicant will write sales pro- 
motional literature for medical, 
veterinary and pharmaceutical ro- 
ducts. A qualification in physiology 
would be an advantage. Technical 
literature is available as a source of 
reference, and every help and encour- 
agement will be given by the technical 
and publicity staff. This work will 
appeal to a man or woman of ideas 
and imagination. Apply initially in 
writing, giving details of age, qualifi- 
cations, and experience, to 
Box 4564 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTA- 
TIVE required to sell space to Hotels 
in established publications 
Box 4584 Ad. Weekly 180 Fleet St EC4 


Are you 


equally at home writing a ** 
and meeting a ? , 
Are you a trained newspaper man, wanting 
to break in to Public Relations 

io you want to join a young, extending 
International Company operating on a 
world-wide network 
Are you in current membership of the 
N.U.J. or 1.0.) ? 
if you say ‘ yes" 
the right man. 
if you think you are, then write immediately 
with fullest details to 


News "" story 


four times, you may be 


Box 4539 
Advertiser's Weekly 180 Fleet St EC4 


&4 


SerremMBer 28, 1956 


CLASSIFIED ADVERTISEMENTS 


PUBLICITY. Young man, age 25-30, re- 


quired to assist in editing house jour- 

nal, capable of taking charge in near 

future. Also assist general publicity 

work on electronics for shipping 
-Essex area. Full details to 

Box 4576 Ad. Weekly 180 Fleet St EC4 


URGENT 


STUDIO RE-ORGANISING 
STILL NEEDS VERY GOOD 


RETOUCHER(S) 
FOR GENERAL 
& MECHANICAL SUBJECTS 


ALSO 


FIRST-CLASS FREE- pe ae J 
ARTISTS for MEN’S & WOMEN’S 
FASHIONS, SHOES, ETC. 


Kindly phone GROsvenor 2585 for 
appointment. 


EXHIBITIONS AND DISPLAYS. A 
large central London design house re- 
quires a Senior Buyer who has expe-t 
knowledge of drawings, construction 
and contractors. They also require 
a Junior of 21-23 years of age for the 
same department. Applicants should 
State age, experience and salary re- 
quired when replying to 
Box 4573 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED all 
studio. Write, 
salary required, 
Box 4571 Ad. Weekly 180 Fleet St EC4 

TECHNICAL WRITER, age 20-30, 
wanted to assist in preparation of 
handbooks, etc., in electronics field 
with marine applications. Mid-Essex 
area. Full details to 
Box 4577 Ad. Weekly 180 Fleet St EC4 


round artist for 
giving full details and 


SPACE SALESMAN 
but not to sell 
SPACE! 


Energetic man keen 
solid connection in 
selling Poster Stamps 
mercial users. Leads 


to build 
London 

to com- 

given. 


PHONE GERRARD 2437 


for immediate appointment. 


FIRST-CLASS RETOUCHING ARTIST 
required by Central London Studio. 
Interesting variety of work. Our staff 
have been informed of this vacancy. 
Write in first instance, giving brief 
Particulars to 
Box 4589 Ad. Weekly 180 Fleet St EC4 


DIRECT Mail Department of leading 
Publishers require man under JW. 
Copywriting ability and head for de- 
tail more important than long experi- 
ence of direct mail. Superannuation. 
No Saturdays. Canteen. Details of 
experience and salary required, to 
Box 4499 Ad. Weekly 180 Fleet St BC4 


EXHIBITION 
AND DISPLAY 


DEXION LIMITED seek a man 
aged 24-35 to fill an important 
post connected with the adminis- 
tration and organisation of public 
exhibitions throughout Great 
Britain. Imagination, a flair for 
design, and an aptitude for de- 
tailed planning are essential 
qualifications. The post involves 
a certain amount of travel and 
much hard work, but it offers 
excellent prospects in a company 
which is expanding its exhibition 
and display activities. There is 
an excellent starting salary and 
attractive sickness benefit and 
pension schemes. 

Candidates should send 
details of age, education and 
experience to Personnel Dept. (E), 
DEXION LTD., 65, Maygrove 
Road, London, N.W.6, 


full 


young layout man 


If you prefer carrying work ‘right 
through to production and if you also 
have a feeling for creative typography, 
you're likely to be the man we want. 
We are a young agency from the 
Directors downwards. Salary and 
prospects according to ability. 


Write or ‘phone: Art Director, 
David Macaulay Advertising Ltd., 
40 Bryanston Street, London, W.1. 
Pad. 0073-4 


REPRESENTATIVE 


required by im- 
portant organisation engaged in out- 
door advertising in the provinces 
Previous experience desirable but not 
essential. Good prospects for keen 
and energetic man. Write, giving par- 
ticulars of age, experience, etc., to 

Box 4552 Ad. Weekly 180 Fleet St EC4 


EVERETTS 


require 
Layout Artist 
(Capable of figure work) 
also 


Experienced 
Typographer 
Please phone 
Eric Turner 


at Gro 3477 


Everetts Advertising Ltd. 
10 Hertford St., W.1. 


CREATIVE 
LAYOUT 
ARTIST 


A wonderful opportunity arises 
for a genuinely creative and 
versatile layout artist. 

The young man or woman who 
now seeks more scope after at 
least three years’ Agency ex- 
perience will find that this is 
** just the job’’! 

We shall, of course, regard as 
essential a proven ability to 
produce slick pencil layouts and 
an instinctive feeling for design 
and colour. 


Details, please, to The Studio 
Manager, Stephens Adver- 
tising Service Limited, 
Clarendon House, I! - 12, 
Clifford Street, New Bond 
Street, W.!. 


ARTIST 


Comp ig: and 
wanted by Packaging material Manu- 
facturers and Printers in S.E. London. 
Five-day week. 


Studio. 


letterer 


Spacious pleasant 
Phone New X 5151. 


LAYOUT MAN required in studio of 
London Publicity Department of large 
organisation. Permanent and pension 
able position. Write, giving details of 
age, experience and salary expected, 
Box 4558 Ad. Weekly 180 Fleet St EC4 


ASSISTANT 
ADVERTISING MANAGER 


required for heavily advertised national! 
branded product manufactured by 
rapidly expanding United Kingdom 
subsidiary of large American com- 
any. Situated in North 
ondon area. Excellent prospects for 
right applicant between 22-28 years 
Agency experience desirable but a good 
knowledge of production and print 
essential. Write briefly stating age. 
experience and salary. 


Box 4547 
Advertiser's Weekly 180 Fleet St €C4 


PRINT BUYER. A Junior print buyer 
of 21-23 years of age is required by 
a central London agency. Applicants 
should state age, experience and salary 
required when replying to 
Box 4574 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT Representative re 
quired for established Trade Journal 
Good prospects, salary and commis- 
sion. Write in confidence, 

Box 4560 Ad. Weekly 180 Fleet Si EC4 


PRODUCTION 
ASSISTANT 


REQUIRED 


Aged 25-28 years. Fully experienced in 
blockmaking, typesetting and general 
production department routine. This 
job offers excellent opportunities for a 
keen man. Write or phone for an 
appointment to: 


A . ™ 
Pr r 


ALFRED By & SON LTD. 
130 Fleet Street, E.C.4 
Ftc: Street 883! 


YOUNG ARTIST required for Display 
Studio in N.7. Contemporary style, 
knowledge of layout, design, and good 
lettering Pay not less than £7 a 
week Write, giving particulars of 
age and past experience, to the Direc- 
tor of Personnel, John Lewis & Co., 
Ltd., Oxford Street, W.1. 


ARTIST 


TO CONTROL AND 
DEVELOP STUDIO 


required by creative letterpress printers 
in North Midlands. Experienced in 
production of slick visuals and high 
standard finished work. Excellent 
prospects. Five-day week. Pension 
Scheme. Permanent. Full details. 
Strict confidence. 


Box 4554 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED Advertisement Manager 
required to develop classified adver- 
tising by established National Weekly 
Please state experience and salary re- 


quire 

Box 4561 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN required to take charge 

of advertisement department of old- 

established weekly newspaper in Mon- 

mouthshire. Write, giving particulars, 

Box 4562 Ad. Weekly 180 Fleet St EC4 


SMEE'S ADVERTISING WANT 
A COPYWRITER 


who can translate his own sound ideas 
into crisp copy based on realistic selling 
principles. 


A SENIOR VISUALISER/ 
LAYOUT ARTIST 


able to work his own visuals up to high 
standard finished roughs. 

BOTH MEN should have had several 
years’ agency experience and be able to 
fit into a vigorous creative team working 
on national consumer and technical 
ecepeate—with everything from press 

to ¢ 


Phone 
WEL 0774 for an appointment 


Phone 


your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | CX=DCSMeazmmgnnaIa 


CAPABLE Lady (30s), seeks interesting 
responsible executive position, Pub- 


licity PR.O., Account Executive. 
Agency trained. Top experience, sym- 
pathetic liaison, journalist. Travelled 


Box 4582 Ad. Weekly 180 Fleet St BC4 
PHOTOGRAPHER, with top §iine 
fashion advertising, colour, black 
white experience, secks remunerative 

change with more scope 
Box 4578 Ad. Weekly 180 Fleet St BC4 
24-YEAR-OLD D.A.A. (1956 Good 
Pass), seeks Account Executive or 
Assistamt Executive position in Agency 
Box 4557 Ad. Weekly 180 Fieet St BC4 
ACCOUNTANT Company Secretary re- 
quires post, exhibitions and display. 
Nine years’ experience, including sales. 
Box 4548 Ad. Weekly 180 Fleet St BC4 
TOO old at 32? Gentleman, well edu- 
vated, would be grateful for oppor- 
tunity to make fresh start in Media 
Dept. after sojourn in commercial 
wilderness. Any position providing for 
onscientious service readily accepted. 
Fully conversant agency procedure 
but prepared receive nominal salary 
intil considered proficient. Typing 
if required. 
Box 4599 Ad. Weekly 180 Flee: St BC4 


ADVERTISING MAN 


2! yrs. Ad. Agency experience from 
Messenger to Gen. Manager, fully qualified 
production and Account Executive duties, 
seeks position in South Coast area. 
Reason for change, fed up with L.T. 
De-Lux travelling during rush hours. 


Box 4542 
Advertiser's Weekly 180 Fleet St EC4 


EX-G.P.0. Telephonist (7 years), age 
23, married, available for part-time 
futies 10.30 a.m.-4.30 p.m. ‘Phone 
EUS. 8720, or wri 


te 
Box 4545 Ad. Weekly 180 Fleet St EC4 
TWO Years Production/Contact man 
(26), Inter.D.A.A., seeks permanent 
post where genuine print/production 
experience can be gained, and where 
enthusiasm and loyalty are valued. 
Box 4590 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED SPACE SALESMAN, 
full knowledge advertising and exhibi- 
tion organisation, public school, forced 
to change to desk work by trouble- 
some war wound, seeks post adver- 
tisement manager industrial firm. Ex 
cellent references. 
Box 4596 Ad. Weekly 180 Ficet St BC4 


" HAND-PICKED ” Sk ARIES — 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 


B FREE LANCE SERVICES 


FREE-LANC 


DEPARTMENT of 


Box 4585 


VISUALISER 


LONDON PUBLICITY 


large 


Industrial Organisation 
requires a FIRST 
CLASS FREE-LANCE 
VISUALISER for approximately 
two days a week. 


Advertiser's Weekly 180 Fleet St €C4 


TECHNICAL ILLUSTRATOR, qualified 

engineer, competent all subjects mech- 
wishes to meet 
agent who can place first-class work. 
exploded, schematics, dia- 


anical and electrical, 


Cut-away, 
grammatics. 


Box 4556 Ad. Weekly 180 Flee: St BC4 


EXPERIENCED FREE LANCE secks 
working arrangement with Agency or 


Studio. 


Box 4397 Ad. Weekly 180 Fleet St BC4 


for general market. 


larly interesting. Rough 
work should be sent 
sideration to 


CROYDON . SU 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers wish 
to contact artists able to design 
attractive cards—Christmas, Birth- 
day and Special Occasion—suitable 
Novelty of 
design and/or fold of card particu- 


S or art- 
for con- 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 


RREY 


SPECIAL ANNOUNCEMENTS 


Army Times, Air Force 


The Publisher of 
THE ARMY TIMES PUBLISHING COMPANY 


of 


Times, 
Weekend and Military Market. 


2020 M. STREET N.W., WASHINGTON 6 D.C. 
and 
102 PARK STREET, LONDON, W.1, 


announces the following appointments 


Alan Moreton Walker, 


European Coordinator 


and 


Frank L. Emmert, 


London Manager and Advertisement Manager 


Navy Times, 


American 


SALES AND WANTS 


PATILLARD-BOLEX 
jector, reverse and 


16 mm 
still 


cine pro- 
controls, in 


excellent working order, complete with 
resistance and carrying case, £35. Mr 
Harris, WHItehall 2606. 


Phone 


| 


! 


ACCOMMODATION 


ACCOMMODATION available for first- 
class free lance commercial artists 
with medium size West End Litho 


House. Attractive 


Proposi 
Box 4591 Ad. Weekly 180 Fi 


ition. 
leet St EC4 


MmBUSINESS OPPORTUNITIES 


FREE LANCE SERVICES 


TECHNICAL WRITER (Paint and 
allied subjects) offers services for 
booklets, etc. 


Box 4491 Ad. Weekly 180 Fleet St BC4 


FIRST-CLASS FIGURE ARTIST seeks 
commissions 
Box 4400 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


DEBTS collected London and through- 


out Britain. No commission unless 
results Brilegal (Established 1919), 
80 Leeds Road, Bradford, 1. 


3D QUALITY WITH SPECTRAL 
LIGHTING is something quite new. 
Advertising agents are invited to sec 
specimens of this new film still tech- 


nique. Philip Gotlop Photographs 
Lid., 24 Kensington Church Street, 
W.8. WES 4130. 


NORTHERN Mail Order House require 
Advertising Agent. Small agency pre- 
ferred but must have access to the 
Nationals. 

Box 4546 Ad. Weekly 180 Fleet St BC4 

DEEP GLOSS Metal-Glazed Showcards, 
another production of Dispro, The 
Laminators, are less expens und of 


7171 ( lines) 


| 


CATALOGUE COVERS 


Makers of several styles in Loose Leaf can 
give prompt attention to your require- 
ments. Foil blocked, embossed, screened 
and letterpressed cover matter, or 
customer's printed materials made up. 


LAWES LOOSE LEAF Co. 


44/45 Regent Street, Brighton, Sussex. 
Tel. : 24521. 


DEMONSTRATE 


and sell your pro- 
ducts with puppets. For Exhibitions, 
Store promotions, CTV, skilled pup- 
peteers offer design services, story 
ideas, jingles, demonstrators. Write 
Box 4551 Ad. Weekly 180 Fieet Si BC4 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken. 


MAN, own car, smart, adaptable. 


Ideas 
Experienced in 


‘Weekly 180 Fleet St BC4 


for new publications. 
all categories 
Box 4559 Ad 


AN old-established London Advertising 


Agency wishes to purchase or have 
some form of merger with a small 
Agency in or out of London. Please 
reply to Managing Direct 


or, 
Box 4581 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD., 
Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 
London Office 4a Bloomsbury Sq., 
wc... Phone: CHAncery 2065 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality -and-White and 
Colour photo litho. 


GOTHIC PRESS LIMITED 
Bueton 5845. 


To 


Advertising Agents... 


Nationally marketed product ripe 
for sales expansion in a highly 
competitive field via licensed trade, 
requires the services of a live and 
imaginative advertising agency. 
Initial appropriation at rate of 
£50,000 per annum, excluding 
point of sale material. 

Write Box 4580 

Advertiser’s Weekly 


180 Fleet Street 
London EC4 


your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


REGISTERED 
AT G.P.O. AS A 
NEWSPAPER 


SEPTEMBER 28, 1956 


V6 Br 


If you could get 


DIRECT MAIL 
at a Ha’penny 
a time 

would you take it? 


We reckon you would ! 


Well, The Grower offers you the equivalent of this on its 
page rate. It has a devoted readership of more than 
11,750* a week, and we are told that our subscribers have 
to be prized away from it. 


Who are they? The fruit and vegetable and flower 
growers of this country .... One of them always 
buys cars in threes (he grows nothing but flowers). 
Half a dozen of them were talking recently of the claret 
they are laying down... . They have cars and com- 
mercial transport, they have elegant homes, they like 
refined living. 


You won't be sorry if you look into this highly pro- 
ductive market. Small, yes—BUT THERE’S NO WASTE. 
Special issues—kept and referred to for ever, or there- 
abouts—are pending. 


*Net soles certificate, June. The figure’s bigger now. 


Details with pleasure from GEORGE RUSHBROOK 


The GROWER 


49 Doughty Street, London, W.C.| 
Telephone HOLborn 0364 


Pat Dolan’s ‘free 
council’ plan 


“I would like to see a form of 
advertising council set up that 
would take the talents of the adver- 
tising business and devote them to 
the public good,” Pat Dolan, chair- 
man of Patrick Dolan and Asso- 
ciates, and Dolan Davis Whitcombe 
and Stewart Ltd., told the Regent 
Advertising Club on Tuesday even- 


was the first time that Mr. 
Dolan had ever spoken to an adver- 
tising club or association. 

The “council,” he said, could put 
over projects in the national interest, 
such as the inoculations against 
polio, or road safety. The agencies 
would contribute their talents free, 
one agency at a time. 

“This would take away the slur,” 
said Mr. Dolan, “that the adver- 
tising business never does anything 
that is not for money or in the 


His agency would not “run” 
but would be available 
joined in, he 
added 


His advice to his young audience 
was: “For you people starting off, 
advertising is a very colourful and 
exciting business. You must have a 
zest for life and be able to take the 
rough with the smooth. If you are 
not having fun in this business you 
should get out.” 


New-style heading for “News 
Chronicle and Daily Dispatch” 
appeared this week. A _ designed 
letter of Ultra Bodoni character is 
‘ A left-hand earpiece is avail- 
able to advertisers. 


Nine print craft unions, including 
the LTS and the Typographical 
Association, are to consider the set- 
ting up of a representative com- 
mittee to formulate a plan for the 
amalgamation of the unions, which 
have a combined membership of 
about 100,000. 


On Monday the London com- 
mentator of Radio Hilversum, Albert 
Mithado (British advertisement 
representative of many foreign 
newspapers), will leave Mansion 
House at 9.30 a.m. in order to try 
and get to Rotterdam by car within 
three hours. He has made a bet to 
this effect with the Netherlands 
Broadcasting Corporation. 


Malcom Fishwick has left F. C. 
Pritchard, Wood & Partners Ltd. 
where he was an account executive. 
He will start next week at Foote, 
Cone and Belding Ltd. in a similar 
capacity. 


The Yorkshire ITV station will 
open on Saturday, November 3. 


A first-ever meeting of registered 
students of the Advertising Associa- 
tion and the IPA was held at Caxton 
Hall when 70 students attended. 
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